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distinctive models. You owe it 


to yourself and to your store to 
become acquainted with their 
many oustanding features. Call 
on or write—your nearest Dis 
tributor today. Let him show 
yOu how they step ut the ‘BUY 
APPEAL" of your windows. 


There's no obligation, of course. 


AN ORIGINAL i 
\ Frame 
KORRECT-WAY DISPLAY PRODUCTS 





Look for this label on the manne- 

quins you buy! It's your guarantee 

of quality construction backed by 

three decades of honest manufac- 
turing experience. 
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DISPLAY PRODUCTS 


NEW YORK— 15-17 West 36 * ATLANTA Melvin S. Roos Co. « BALTIMORE—Williams Corp. - BOSTON—Eastern Displays, Inc. - BUFFALO 
Dutch & Sor : CINCINNATI General Display C »- CHICAGO—Hecht Fixture Co. - DENVER Walter W. Martin - DETROIT. Art Prod 
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pla - PHILADELPHIA Nay ns Display Fix. Co. » PITTSBURGH—DeWeese Display Equip. Co. » PORTLAND 7 rner's Display >tud 
Midwest Disp. Equip. Corp. - MONTREAL—Miller's Disp. Fix., Regd. + HONOLULU—Bader a 


SAN butt States Displa rites Bias Be Co. 0ae tee 





YR DANIEL GREEN .. . Mys- 
Table action with full 
=. Sarved figure—carved 
ative effects. 36 inches 
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FOR SUMMER 


Attractions for windows large or small offered by over 
50 leading manufacturers at no cost except small in- 
coming transportation charge. Reserve yours now! 


Weir 1 gah 
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FOR TALON ... Giant drawing board FOR INTERWOVEN .. . Mystery table 
with reproduction in oil colors of hu- action with full relief carved figure 
morous Paul Webb drawing. 4 ft. high. suspended above buildings — Figure 
sways with motion of display. 40 
inches high. 


f 


THe 21a WATE % 


FOR ELGIN WATCH . .. Minuet scene with 


full relief carved figures—carved columns 
and marble decalcomania base. 20 in. high. 


Fully illustrated 
descriptive 
folders... 


Structural Bends 
Fluorescent Plastics 
Mystery Tables 
Carved Plaques 
and 
Palm Beach Shop 
Decorations 


W. L. STENSGAARD & ASSOCIATES, inc. 


346 NORTH JUSTINE AVENUE, CHICAGO, ILLINOIS 
New York Office © R.C.A. Building, Rockefeller Center 
California Office * Leamington Hotel, Oakland, California 
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“Back to first principles—a return to fundamentals 
—seems to me indicated for 1940. Surrealism is 
all right in its place, but that place is not the store 
window. Displaymen have at times gone to fantas- 
tic lengths in their search for novelty. Deliberate 
and obvious attempts at being ‘clever’ are more apt 
to irritate than to please the public. We who con- 
ceive and execute window displays must not forget 
that our art, to be successful, must score with the 
lay observers.""—Malcolm J. B. Tennent, display man- 
ager, Meier & Frank Company, Portland, Ore. 


OUR NEXT ISSUE 


Presented in the May I5 number of 
DISPLAY WORLD will be one of the most 
dramatic and outstanding series of jewelry 
window displays yet produced. . . . Com- 
plete I. A. D. M. convention program de- 
tails will be included in this issue, and, 
of course, the latest in display from New 
York, Los Angeles, Chicago and other 
principal centers. 


THE COVER 


Malcolm J. B. Tennent, Meier & Frank, Portland, 
Ore., is the creator of this display for riding 
apparel and spectator tailored suits. The setting 
pictures the entrance to a paddock. Inch planks, 
swiped with whitewash in true horse-barn style, red 
tile, and a dash of gravel made a very realistic 
setting. A Meyers of Kentucky riding habit was 
shown, with Chester Barrie imported English suits. 
A group of Tennent's recent displays will be 
found elsewhere in this issue. 





and 
showers, vet 


As inevitable as death 
April's 
enough this month of weeping 
of the 


calendar. 


incessant strangely 


most lighthearted on the display 
Fashion, as capricious as the weather, be 
along in 
with the 
hair, or a 
“Rembrandt” 
party 


comes a young hoyden_ striding 


the new knee-length skirts wind 
and the 
sweet 


frills 


rain in her Vision. of 
ruffs 
shaded by 


feminity in and 


and garden frocks 


taxes are 


skies 1S one 
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Manhattan Windows 
Welcome Spring 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 


lacy parasols. 

Second only to this seasonal urge for gay 
instinct for 
surrounding oneself with new, fresh colors 
in the 
whole 


plumage in the spring is the 


home—an impulse expressed in a 
of charming room interiors 
which have. sprung up back otf Manhattan’s 


plate glass. 


range 


In the new mood for presenting 
decorating displays with an inviting “lived- 
in” look, these are all inhabited by charm- 
ing and mannequins 
to fit their surroundings. 

\nd so from fields and 
brooks to 18th Century drawing rooms 


well-behaved dressed 


open babbling 


from the circus to spring sales from 
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slipcovers to new shoes .. . the passii 
parade along Fifth avenue is by turns d 
verted, entertained, and instructed — ar 
finally sold. 

Saks-Fifth Avenue resorted to the rhym 
ing dictionary to concoct clever little verses 
to act as “footnotes” in a spread of six 
dramatic shoe windows presented by Display 
Director Sidney Ring. 


Identical spool-like display fixtures used 
in all six windows finished a warm 
pinkish beige color that might almost be a 


composite of the 


were 
spring hosiery shades 
making a perfect foil for the shoes of many 


colors. Broad satin ribbons by which the 


racks 


recurring 


were repeated the color note 
frequently in 
ment, and the verse captions were lettered 
on real leather patent, kid, calf, 
ete., with the initial letters ingeniously fash- 
ioned out of laces pinned on 
white cards. A gold kid scroll bears the 
text for the display at the upper left, drama- 
tizing “Revelation—Padova’s Flying Carpet 
(Saks Fifth Avenue presents The 
epoch in Shoe Events. Heel to Sole with 
Arch Suspension ... The flying Carpet D« 
Original sketches in 
color of this much-publicized shoe with sus- 
pended arch are shown with the gilded hides 
on the floor, and a torn scrap of the leather 
repeating the titlke—is caught in the beak 
white surrounded with flowers 
Other windows of the group build the theme 


hung 


most each assort- 


hides of 


coiled shoe 


fies Convention”). 


of a dove 


—The display at the upper left is by Sidney 
Ring, Saks-Fifth Avenue. . .. Center, by Sam- 
vel Blum, Gimbel Brothers. Animated, the 
Scotsman opens his purse, winks, removes o 
coin, and puffs clouds of smoke from his pipe. 

. . At left, by Andrew Hvorslev, Ohrbach's. 
... (All photographs by courtesy of Worsinger 

Window Service, New York City)— 
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—At upper right, "Beach Shop" interior setting 
by Charles Hinsdale, Lord & Taylor... . Cen- 
ter, by Howard Richmond, Bloomingdale's. .. . 
Below, a “bare knees’ window by Dana 


O'Clare, Lord & Taylor— 





around such features as “The Toe—The Sole 
The Heel,” with appropriate verses. 
Much like those humorous greeting cards 
using a Scotsman as a symbol of thrift was 
Gimbel’s big, double corner window where 
Samuel Blum, director of display, recently 
Sil launched the opening gun in a spectacular 
d spring sales event. The background theme, 


al as shown in the photograph on this page, 

is actually an animated blow-up of the 
vm smaller posters used in adjoining windows 
rses and throughout the store, and is so syn- 
SIX chronized that as the Scot winks his eye, 
play the hand holding the purse moves outward 

and opens it in the same gesture; the other 
used hand, moving in a vertical groove, lifts out 
arm a shiny copper foil coin. This procedure is 
be “a immediately reversed—the eye opens, the 
es hand that holds the coin deposits it back in 
lany the purse and the other hand draws it shut 
the —to the never ending wonder and delight of 


the spectators old and young who torm a 


ail > : 

, constant crowd before the window. 

< . i “ee . 

; Meanwhile from the clay finished pipe a 
Z continuous wisp of blue smoke curls up- 


ward—an effect cleverly created by stretch- 
ing gray angel hair (spun glass) from the 
ce pipe to the ceiling with a concealed fan 
blowing air through the pipe and _ stirring 
the stray wisps of silky floss so they look 
exactly like smoke being puffed from the 





pipe and rising. 
The canny Scot, whose hand is no quicker 





than his eye for bargains, wears a Tam 
O'Shanter of real plaid tartan, and his face 
rounded out beneath it in slight relief is 
framed in a crop of orange wood-shaving 
whiskers. The panel, which is finished in 
white and occupies a space about 15 feet 
square, is framed in medium-blue wood with 
the mechanism controlling the motion con- 
cealed in a deep boxlike enclosure carried 
directly back of the panel. “Gimbel’s 98th 
Spring Sale” is lettered in black, and white 
cut-out letters along the lower strip of the 





note ; . 
our frame spell out the storewide slogan—‘“guar- 
ee? anteed Savings in each department ever) 
all day. The entire unit rests on a step-like 
ae base of pinkish beige wood flanked by plaid 
oo covered flower pots blooming with huge blue 
te paper thistles. Che shallow plateaux in the 
said middle of the floor are finished in the pink- 
rpet beige tone and big coms Ol homosote cov- 
rhe ered in gold and silver foil are strewn reck- 
with lessly among the accessories thereon. Blue 
be washed cards describe typical sale values, 
fi which in this window are navy coats in 
oer three price ranges. Reproductions of the 
ree day's newspaper advertising appear on blue 
whee bordered cards in the foreground of all th 
” k windows. 
ine Ohrbach’s advocates “Branching out in 
ne Blouses- * and to suggest the unlimited 
Variety carried in stock, Display Director 
\ndy” Hvorslevy has them literally grow- 
ey ing on a tree in the appealing rural tableau 
m- seen in the lower photograph on page 4. 
he Costumed in trim black with white frills, 
re) the mannequin sits communing with nature 
pe. ‘ a little hilly grass matting plot, sur- 
‘a rounded by fresh white blouses looking like 





[Continued on page 25] 
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Reach scores Again 


Now that the Goodall Company's Palm 
Beach suit “showplace” in Miami Beach is 
completing its second year, it is interesting 
to look into the display technique developed 
there under the complete supervision of 
Eleanor Le Maire, store designer and colot 
specialist. 

The presentation of Palm Beach 
wear in terms of a stimulating, dramatic, 
complete story—that was the function of the 
display windows as Miss Le Maire saw the 
problem; not display the mer- 
chandise. In her own “Display 
alone, without a dramatic would be 
a ‘one-dimensional’ approach to the prob- 
lem.” The Goodall Company, after all, was 
not operating the Palm Beach shop in the 
capacity of a retail merchant. The 
idea which Elmer Ward, president, had was 
that the shop must be a showplace, a stimu- 
lating and dramatic focal point for the en- 


men’s 


merely to 
words: 
story, 


basic 


tire national job which Palm Beach was 
doing. 

Quoting Miss Le Maire: “ ‘Display’ mere- 
ly spreads before the view. ‘Presentation,’ 
on the other hand, is active, more challeng- 
fully coordinated and much 
alert and more demanding in its ap- 
plication. The stimulating and 


motivating presentation is especially neces- 


ing, ever so 
more 


need for 


sary in a man’s shop because in such estab- 
lishments this particular type of treatment 
has prevailed so little, if at all. 

“The 
signed with open backs, thus giving to win- 
dow shoppers and exciting 
view of the interior of the shop. This gave 
to the background of 


show windows themselves were de- 


passersby an 


a certain continuity 


our story. In the windows themselves we 
continued to break all the rules which had 
through the years in the 


Our 


been sanctified 


treatment of 


men’s window displays. 


windows were gay and intriguing with a dé 
lightful humor. Our merchandi 

was therefore enlivened by a charming stor 
which related itself to Palm Beach wear an 
to lite. We presented our merchandise wit 
a sense of humor and a sense of imagina 
tion. We used men’s figures, of course, an 
we also actually used women’s figures! 


sense of 


“Even the masculine world, we reasoned, 
acknowledges the presence of women in it 
life, so why not use women’s forms? W 
did just that, and male and female manne- 
quins became the basic units of every story 
which the windows told about Palm 
Men saw themselves at busi- 
touring, or dining at night clubs— 
always in Palm Beach clothes, of course, 
and always with women folk to grace the 
The women’s 

merely background; they 
part of the particular 


Beach 
merchandise. 


ness, 


figures 
were 
story 


mannequin 
were not 


scene. 


actively a 


a 


which the window was dramatizing. We 
presented the apparel glamorously in situa- 
tions which seemed naturally gay and happy. 
Men with their sweethearts, fathers with 
their sons, big brothers, and of course little 
brothers, etc. Nor were we afraid of de 
veloping a sense of sentimentality in our 
characters. 


—The photograph at the upper left, and the 
one at the lower left on the opposite page, 
show displays built around ‘Horace Horse- 
blanket.’ This figure, attired in bulky apparel, 
was always depicted in the rear at night 
clubs—when the big contract was given out— 
and when the beautiful girl said "Yes."' ''Mr. 
Cool, Calm 'n Collected,"’ clad in Palm Beach 
togs, of course, was always the fellow who won 
(a) the best table, (b) the contract, and 
(c) the girl. This theme was carried out 
throughout an entire series of ten windows, 
each showing a different situation. . . . The 
other two illustrations on this page and the 
one at the lower right on the opposite page 
show the simple and effective display units 
which were used in small windows in the rear 
of the store— 











—The two photographs at the upper right 
and left are from another series of Palm 
Beach displays—a travel group showing the 
summer wear in different locales. The settings 
seen here are of "Bali' and "Floridian Days'"'— 

“In the season 1939. we used men’s figures 
in full length forms, but in the main the 
display technique was of a surrealist nature, 
For the current 1940 
advisable not to stress 


with suspended forms. 
season I thought it 
technique wanted 


the suspended since we 


the dramatic novelty of something entirely 
new in our approach. 
the first time 


story at whom we could point with consid 


So we introduced for 


certain characters in each 


scorn: I refer especially 
‘Mr. Horseblanket,’ who 
suffering because the clothes h 

] 


designed, 


erable gaiety and 
to the character of 
vas always 
heavy, bulky, badly 


yore were 


rarish in color and pattern—in other words, 
fringe 
ft things, Chat 
as Mr. Horseblanket (see first photograph) 
lots of fun to do. Judging by 


s who came regularly to see these 


he character who was always on the 


never in the center of them 


1 
i1¢ Was 


as lots of fun to vic 
Mr. Horseblanke 

n Beach apparel 

ected, always in the 

\s the 


“Cool, 


season progressed, the 


Calm ‘n Collected” was 


rain and again from many angles 





instance, 
with the 
| lorse- 


of windows was developed, tor 
“big business” 


Mr. 


awkward clothes, 


around the idea of 


hero achieving success, while 
blanket, who wore heavy, 
unsuited to the occasion, was always con 
fused and ill at ease. One series of windows 
was devoted to a “Palm Beach Travelogue,” 
success in Hawaii, 
Florida, 


Horseblanket as an 


the hero in high 
Bah, the Caribbean, 
trailed by Mr. 


bad 

Another set ot 
“Party 
institutional story of 


with 
Me X1CO, and 
so on, 
amusing but second. 

had to do with 
\nothet told the 
Palm Beach—the many 


fabric 


windows 


davs.” showing 


baste characteristics of the were 


dramatized and glamorized. Each display 


was carried out with a spontaneous gaiety. 


Since the Palm Beach shop had no wom 


en’s apparel to sell and since Miss Le Maire 


had trom the vet be ginning decided to in 


clude female mannequins in the six win 


obviously the problem of 
figures without 
the impression that such 
sale inside. All the 


therefore designed in 


dows, there was 


how to dress these feminine 
giving the public 
merchandise wi on 
women’s appa i Was 
utiful soft felt materials w 


1 1 1 


scemes ather S\ 


1 were im 
mbolize 
howing them as 


current stock This 
between the 


Beach garments 


the women’s w 


matically to set off the former. 
The interior of the shop, the display win 
and all the 


designed by 


displays were planned 
Miss Le Maitre, 
whose personal direction all work was exe 


The 


stvled by 


dows, 
and under 
were 
manufac 


Wil 


‘| he spec ial 


men’s mannequins 
Helen Cole and 
tured by Cora Scovil for James B. 
New York City. 
decor for the windows was. the 
Robert Pichenot. Harold F 
manager of the store 
Miami 
Irequent 


cuted. espe 


cially 


liams, Ine., 
work of 
Gale is display 


Beach being a resort with a very 


turnover of a large 


each series of 


percentage ol 


the population, windows was 


permitted to remain for about two weeks 


was complete in story, back 
\ll of 


job were coordinated to 


Kach chat 


1 


ground and in the lighting treatment. 


these phases of the 
produce the one desired result—to dramatize 


and glamorize alt ach apparel 


Bonwit Teller Windows 
Feature New Shade 


ry warm shade 








What the Fifth avenue Easter parade is 
to the East, the service is to the 
West. Thousands of Southern 
California attend these annual services, held 


Sunrise 
residents of 


atop hills and in the numerous outdoor the- 
aster brings a 
with a background of 
music. But at the 
attention turns to the 


assemblies. 


atres. The rising sun of 


new dawn solemn 


prayer and conclusion 


of these service s, 


finery worn by the Local dis- 


playmen who were in attendance must have 
satisfaction out of seeing how 
efforts had 


fashions which they so 


ot great 
thei 
for the 
expertly presented before Easter were very 
throughout the 
Pre-Easter 
ing in their tie 

But Easter is past, and local displaymen 
are turning their attention to the 
The having an abun- 
dance of such natural beauty as wild flow 


well display gone over, 


colors and 


manifest various congrega 


tions. windows were outstand- 


in with the season. 


weeks to 
come. advantage of 
ers and cherry blossoms at one’s fingertips 
is making the West coast display job a bit 
stand- 
fairs 


easier this season from an accessory 
point. Last year the 
the themes of 


two world were 
displays, the showings 
providing an excellent outlet for exposition 
publicity. This similar 
preparations are made for 
future 


many 
year somewhat 
rapidly being 
windows. As the average man is 
now planning the trip with the 
Missus. and sketches and 
photographs of the national parks, the red- 
and other 


soon make their appearance. 


summer 
Junior, giant 


woods, spots of interest will 
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Current Los Angeles Displays 
ave Diverse Themes 


By HERB CROSS 
"Dick" Whittington, Photographers, Los Angeles 


An item that has become a topic of gen- 
educational 
display interest, 
merchandise more or 
secondary. A few of the larger de- 
partment have already played with 
this idea, with very promising results. 

The first two photographs are of displays 


discussion is the use of 
primary 


eral 
subjects as the 
keeping the store's 
less 


stores 


from a well-known store whose policy is to 
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remain anonymous here. One window pre 
plastic flowers “In a potpourri o 

A guitar, air brushed in sued 
green, suggested the Latin American tren 
that is so prominent in the fashions o 
Southern California. 
window were gloves, from which the flowers 
were displayed. This window was entire] 
in green. 


sented 


colors.” 


The accessories in th: 


The second window showed fashion chains 
and identification tags to fit the wrist. A 
pair of gargantuan initials, similar to those 
engraved on the tags, were placed one on 
top of the other in the shape of a tree. The 
confined to gloves, from 
which the chains were suspended. Follow 
ing the tree theme formed by the large init 


sprigs ot 


accessories were 


wax leaves completed th 
Curved threads were clustered at vari 


lals, 
idea. 
ous points on the branches in the form ot 
blossoming flowers. This window was il 
luminated in copper-green, and everything 
but the background and the flooring was 0! 
the same raw copper color. 

Stuart Raymond, The Broadway, had a 
very interesting series of windows. present- 
ing fashions for both The window 
pictured on the next page presents women’s 
apparel in Heather Pink, which will be 
worn with navy in early summer. Two 


sexes. 


—These two displays are from a well-known 

store whose policy prevents its identification 

here. Complete descriptions of these and the 

other windows are given in the accompanying 

article. . . . (All photographs by courtesy of 

"Dick'' Whittington, Photographers, Los An- 
geles)— 
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—The display seen immediately above is by 

Stuart Raymond, The Broadway. . . . Upper 

right, by Sidney Gorman, The May Company 

Wilshire. . . . Center and below, by James 

David Buckley, Saks-Fifth Avenue, Beverly 
Hills— 


mannequins were dressed in navy with pink 
accessories. In the rear of the display, as 
in all of the series, was a life-size plaster 
harp. The instrument was hand carved 
with a Grecian “touche.” Four playful 
cherubs, also made of plaster, provided a 
humorous sidelight; three of them were 
strumming the harp while the other was 
among the accessories. These little tellows 
were very cleverly sculptured, even to the 
rolls of fat on their bodies and the wave 
in their hair. Threaded in and out of the 
harp strings is a pennant that reads “We're 
harping on Pink with Navy.” In the other 
windows similar pennants described the out- 
fits with such colors as Commander Red, 
Kelly Green, and Sea Spray White. Beside 
the harp is a plaster statuette of a sheep. 
This attractive little animal serves as a 
support for some accessories. 

In the window shown at the upper right, 
Sidney Gorman of the May Company Wil- 
shire presented “Rustling Taffeta and Tiny 
Checks combined tor high style distinction.” 
On the background was an inrolled sheet 
ot paper which was air brushed along its 
edges to give an aged, parchment appear- 


ance. The roll was held at the top and 
suspended in various places with pins made 
of waxen fruit. The window was. illumi- 


nated with lavender spot lights. A veil was 
hung decoratively around the display to 
accent its loveliness. In the foreground of 
the window the “parchment” was torn to 
resemble a flowering bud, a mannequin 
standing ankle-deep in the center. This 
photo is a close-up of the models, a great 
deal of space on each side of the window 
be ing devoted to accessories. The use ot 
spotlights with built-in reflectors has be- 
come more and more apparent in these May 
Company windows, especially when the ap- 
parel worn by the model is of a dark color. 
lhe window card indicates that the mer- 
chandise displayed appears in the famous 
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Oval room in the store. 

We went to see what new surprises James 
David Buckley of Saks-Fitth Avenue, Bev- 
erly Hills had to offer, and were pleas- 
antly greeted with an exceptionally — fine 
series of church windows for Easter as pic- 
tured in the final illustration. Each of these 
displays featured a beautiful and effective 
stained glass window of some religious 
character. The principal source of light in 
these displays came from behind the stained 
glass, transferring the color effect to the 
mannequins. The frame for the stained glass 
was made of plain 3-by-3-inch pine, but it 
added much to the display. The floor of this 
window was a sidewalk made of flagstones 
with grass growing from between the slabs. 

After the Easter series by Buckley he 
went into spring gardening, with a= series 
of windows very instructive to the amateur 
gardener. They were entitled “Saks En- 
cyclopedic Garden Show Presents the Ele- 
ments of Gardening.” The window pictured 
here shows how to transplant a tree with a 
balled root. Other windows in the series 
showed how to grow different vegetation 
The entire series was patterned after an 
exclusive flower show held on the Bel Air 
states of Santa Monica. In this window 
is shown the correct method of moving a 
tree from level ground into a hole with the 
use of block and tackle. In order to clarify 
the operation, a cut away view of plaster 
earth was shown with the layers of strata 
indicated. A mannequin attired in a padded 
coolie suit of tumble-weed cloth is lowering 
the tree into position. For this scene the 
usual background of threaded cloth was _ re- 
placed with wooden panels. 

Before closing, mention should be made 
of the novel idea employed in the Easter 
windows at J. W. Robinsons by Harvey 
Pettit. Even though nothing in the window 
but the merchandise display suggested 
aster, the background used was imagina- 
tive enough. It appeared as if hundreds of 
egg crates were turned inside out and placed 
against the back wall. The depressions in 
the card board, peculiar only to an egg box, 
were all that was necessary fully to indicate 
that the Easter season had arrived . .. and 
has gone again. 





































































Drama 


Malcolm J. B. Tennent, display manager, Meier & 
Company, Portland, Ore., created some of the most | 
complimented windows of this store’s history for the cit 
wide spring opening. In keeping with the idea that “si 
plicity is the keynote of American fashions,” the windo 
showed studied simplicity and good taste in keeping with 
types of fashions displayed. 

Many ideas for unusual effects were employed in creatin: 
these windows ... the use of a plastic material, much like 
cellophane and glass, for one. For instance, in the window 
showing extreme styles of iris-colored Lilly Dache hats 
(second from the top on the next page), Lumarith was used 
as decorative screening, splashed with colored paint. Two 
spot lights (each divided into three colors) were trained on 
this setting to give interesting effects. Another window 
involving the same plastic was the one showing a_ Hatti 
Carnegie dinner gown of black and white. This was drama 
tized by discs of different colors, and is pictured on_ th 
following page. 

\ great deal of attention was attracted by the window of 
bird cages, each backed with plastic sheets, featuring de 
orative flower-trimmed hats. (Second from the top, at leit.) 

One of the most dramatic windows was the one featuring 
the “orchid bride.” She carried a bouquet of real whit 
orchids, while her bridesmaids in a muted shade of green 
carried bouquets of white calla lilies, the centers of which 
had been sprayed with green to match the dresses. Four 
shades of green were used in the background ... with coral 
lighting thrown on the bride. This display is pictured on 
the opposite page. 

Unusual in its artistic achievement was another corner 
window presenting navy blue evening gowns. One was an 
original Hattie Carnegie, the other a copy of a Mainbocher 
model. (See photograph immediately below.)  Ojuled_ silk, 
used for the background, was covered with ground glass 


affixed with glue. The side panels were textured with 
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burnished brass stem and leaves in modern designs. The 
7-foot burnished brass figure topped the background, which 
was more than 18 feet high. Three color wheels were used 
in back of the glass curtain for lighting. 

The window which pictured the entrance to a paddock 
displayed riding and tailored spectator clothes, and is shown 
on the cover. One-inch planks swiped with white-wash, 
red tile, and a dash of gravel made a most realistic setting. 
A Meyers of Kentucky riding habit was shown .. . with 
Chester Barrie imported English suits. 

Children’s clothes were shown in a natural setting 
that of a miniature flower shop, as seen at the top of the 
opposite page. Tile walks were used, and real potted flowers. 
In this window, as in several of the others where the tile 
was used, the window card information was written on a 
large tile block. 

Meier & Frank's own interpretation of the Esquire idea 
made the backgrounds for the series of men’s windows for 
this spring opening parade. These backgrounds were of 
1%4-inch wood, hand-carved and painted in the store’s own 
display studio. If you'll look closely, you will see that the 
tops of the forms holding the suits are finished to look like 
individual heads. The card in this window, like many of 
the others, is in book form on a muted wine paper. 

The complete series of windows deserve special mention, 
but lack of space prevents going into great detail here. 
However, one display was done in white to simulate the 
spokes of a wheel, with a certain accessory color grouped 
on each spoke. The window displaying the gray fur pelerine 
showed a modern set piece with mirror top. A hostess gown 
of an elusive pastel was reflected into tall, graceful shadows 
by means of special lighting. Abstract designing was used 


in a number of the windows with interesting color results. 


As usual, this series of opening windows was designed 
by Meier & Frank’s own staff of displaymen, and the settings 
were executed in the store’s own workrooms. 
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Although the United States is a relatively 
young nation, many sections of the country 
settled 
today of 


were long 


possessors interestingly 


enough ago to be the 
romantic 
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The Swallows Return 
To Capistrano 


By RUDOLPH A. AGUILAR 
The Marston Company, San Diego 


backgrounds — from which the displayman 
has many opportunities to draw for window 
and interior settings. 

Among a few examples, one might give a 
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very current instance: the Old South, a 
exemplified by tie-ins with the motion pi 
ture “Gone With the Wind.” Others woul 
include Louisiana, with its French and 
Spanish background; St. Louis, the “jumy 
place” for pioneer wagon trains; 
Texas, which has been under numerous 
flags: New England, home of the Pilgrims 
and the Revolutionary war; California, with 
its heritage from the old Dons. 

All these, and many more not mentioned, 
offer their displaymen many rich incidents 
from the past—or traditions and customs 
which have been handed down for genera 
tions—with which displays can be connected 


ing-off 


in a dignified way. 

Not the least of these is California, rich 
state’s most 
very simpl 


in tradition, and one of the 
appealing legends concerns a 
fact: that the swallows of the old mission 
at San Juan Capistrano start their annual 
migration southward on the feast day of St 
John, October 23, returning with undeviating 
precision on St. Joseph's day, March 19. No 
one has been able to explain the phenome- 
non, but records show that it has been going 
on for hundreds of Accordingly it 
has become a bit of local folk-lore, and each 
vear several thousand people gather at the 


years. 


mission on the morning of March 19 to see 
the swallows keep their rendezvous. This 
vear they came tumbling out of a murky 
sky shortly after sun rise. 

It was decided to use “The Return of the 
Swallows” as the theme of our company’s 
1940 spring opening. To tie up with the 
installed six windows, of which 
three are shown here. The backgrounds 
were covered with a seamless display pape 
and on this was painted clouds, sky, and 
hills in the distance. In front, small plastic 
hills were placed and on them was set a 
mission in bas-relief, and foliage in minia 

Small cacti were used, set in clay and 
bloom during 


event we 


ture. 
kept moist. These 
the time the displays were on view. 

The same motif was carried out on the 
interior, only the missions were full-round 
reproductions. Added to this were the fa 
mous historical California road markers 
which consist of a post and bracket holding 
a bell, and with a sign on the post reading 
Real,” or “King’s Highway.” 
very old and weather 
Groups of fresh daisies 


were in 


“EL Camino 
These units had a 
beaten appearance. 
around the bases added to the setting. 

This theme is, of course, entirely Califor 
nian and everyone here is familiar with its 
background, it being about the only thing 
that hasn't changed somewhat since the 
early days of the Dons. Every year, yea! 
after year, the swallows come back on th 
same day to the shelter of the old mission: 
our tie-up with the event caused no end ot 
favorable comment. 
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There is no doubt at this date that the 
International Association of Display Men 
convention to be held at the Hotel Statler, 
Detroit, June 24-27, will be one of the best 
and will assemble one of the largest groups 
in the history of display. Exhibit space 
estimated to sell on a quota that would 
reach the point of a complete sell-out by 
June 1, was doubled last week by an un- 
usual demand for more booths and sample 
rooms. Many new exhibitors are coming 
to the convention, having been encouraged 
to do this by the enthusiasm and _ interest 
shown by displaymen from coast to coast. 
The militant policy of the present admin- 
istration in an effort to establish concrete 
facts that will give the smart merchant a 
sound reason to increase the amount al- 
lowed for display budgets, coupled with the 
personal interest admitted fer each member 
in such matters as unemployment, has _ re- 
ignited a spirit of interest in the minds of 
many former members of the I. A. D. M. 
who have permitted their dues to lapse. 

The Detroit club is comprised of an ex- 
ceptionally fine group of progressive display- 
men and it is expected that the program 
they have developed will be very unusual 
in its method of presentation, and will be 
of a character that will hold the attention 
of the most display-conscious minds of the 
industry. 

The tollowing firms are to exhibit at the 
convention in addition to the exhibitors 
listed in the March issue of DISPLAY 
WORLD as having reserved space: 

Ace Paper Company, New York City; 
Goodman Flexible Sleeve Form Company, 
New York City; Decorative Novelty Com- 
pany, Brooklyn; L. J. Charrott Company, 
New York City; James B. Williams, Inc., 
New York City; Old King Cole, Canton, 
Ohio; Sherwin-Williams Company, Cleve- 
land; Display Mannequin Company, New 
York City; Nat Siegel, New York City; 
Bois Smith Studios, New York City; Quen- 
sell, New York City; Sherman Paper Com- 
pany, Newton Upper Falls, Mass.; Display 
Creations, Detroit. 


Several prominent speakers have already 
igreed to be on the convention program. 
\mong them will be the following, accord- 
ing to Harold Bromel, in charge of pub- 
licitvy for the Detroit club: Bert Zahn, Sher- 
win-Williams Company, Cleveland, who will 
speak on “Graphic Arts and the Display 
man,” as well as giving a demonstration of 
flocking and screen process; E. B. Fitch, 
Sherwin-Williams Company, “Displays and 
he Displayman,” and a demonstration of 
lecorative and background finishes; Ford 
arter, Sherwin-Williams Company, “Fab 
ications tor Window and Display Cards,” 


neluding a demonstration. 

W. L. Stensgaard, president, W. L. Stens- 
aard & Associates, Inc., Chicago, will give 
twenty-minute talk, and demonstrate three 
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Fr.A.D.M. News 


By JOHN L. KING, Managing Director 


Washington 








dimensional Polaroid automatic projection. 
A representative of Rohm & Haas, Phila- 
delphia, will speak on “Use of Acrylic Resin 
Plastics in Display.” 

“Utility day” will include demonstrations 
of lighting, the use of color, fluorescence, 
etc. Among the speakers scheduled are 
Robert O. Johnsen, Commonwealth Edison 
Company, Chicago; C. M. Cutler, General 
Electric Company, Cleveland. 

The following are to appear at the de- 
partment store and chains session: Carl 
Haecker, Montgomery Ward & Co., Chi- 
cago; Ray Parks, Leavitt Stores, Inc., Man- 
chester, N. H., and representatives from J. 
L. Hudson Company, Kern's, ete., from De- 
troit. 

On the instituticnal display program are 
Joseph Apolinsky, Loveman, Joseph & Loeb 
Company, Birmingham; Frank G. Bingham, 
Robertson Brothers, South Bend; W. M. 
Gardner, Gardner Displays Company, Pitts 
burgh. 

For the national advertiser session, Erwin 
\. Hiffman, past president of the I. A. D. M., 
St. Louis; W. L. Stensgaard; Ray Hickok, 
president, Hickok Company, Rochester, N.Y. 

The following will be on the program for 
the departmental devoted to color harmony, 
cards and posters: Ford Carter; L. E. Sum- 
merton, Kisber’s Department Store, Jack- 
son, Tenn.; George Styles, artist. 

Other departmentals will include those on 
window window 


“props.” planning and 


budget costs, etc. 


Mrs. F. FE. Whitelam, chairman of the 
ladies entertainment committee, says: “We 
extend to the ladies of the I. A. D. M. a 
most cordial invitation to attend the forty- 
third annual convention The Detroit la- 
dies are greatly interested in plans for your 
entertainment, the details of which will be 
completed in time to publish in the May 
issue of DISPLAY WORLD. 

“We do have a day, definitely planned, 
for a brief trip to the Ford museum and 
Ford Greenfield village, with recess for 
luncheon at the famous Dearborn Inn. Plan 
to make this convention yvour vacation an] 
Iam sure you will not be disappointed. 

“Mrs. H. R. Kreitz, St. Louts, president 
of the Ladies Auxiliary of the I. A. D. M., 
writes that she and the other natienal off- 
cers join in this invitation—we all are hop- 
ing to meet old friends and many new 
visitors here in June.” 


The rules and classifications for the dis 


play photegraph contest follow 

1, women’s and misses’ evening apparel; 
2, women's dresses; 3, women’s sport ap- 
parel; 4, women’s coats and suits; 5, furs; 
6, bridal display; 7, millinery; 8, women’s 
shoes: 9, women's hositerv: 10. neckwear 
and scarts. 

11, handbags and umbrellas; 12, women’s 
gloves; 13, jewelry; 14, vard goods; 15, sew- 
towels; 18, 


oO" 
ing machines: 16, notions: 17 









handkerchiefs; 19, girls’ apparel; 20, chil 
dren's shoes. 
21, children’s hosiery; 22, infants; 23, lin- 


26, 


gerie; 24, corsets; 25, bathing suits; 
men's clothing; 27, men’s shirts; 28, men’s 
neckwear; 29, men’s hats and caps; 30, 
men’s shoes. 

31, men’s socks: 32, men’s gloves; 33, 
men’s underwear; 34, men’s swim suits; 35, 
men's robes and smoking jackets; 36, men’s 
evening apparel; 37, boys’ clothing; 38, boys’ 
furnishings ; 39, toys: 40, sporting goods 

41, luggage; 42, institutional displays; 43, 
charity, civic, and memorial displays; 44, 
furniture; 45, radios and musical instru- 
ments; 46, rugs: 47, linoleum; 48, draperies 
and curtains; 49, wallpaper; 50, china and 
glassware. 

51, silverware; 52, gift novelties and arti- 
ficial flowers; 53, bocks, stationery, sheet 
music, ete.; 54, linens and domestics; 55, 
bedding: £60, drugs, toilet goods and hair 
goods; 57, tobacco, smoking equipment; 58, 
provisions, confectionery, ete.; 59, liquor, 
etc.: OU, retrigerators 

6l, heating and air-conditioning displays; 
62, ranges; 63, laundry equipment; 64, bath 
room ACCESSOTIES ¢ 05, garden ACCESSOTICS | 
66, home lighting; 67, electric appliances, 
kitchen gadgets; 63, vacuum cleaners; 09, 
automobile window displays; 70, automobile 
show room displays. 

71, automobile accessories; 72, hardware, 
woodenware, and paints; 73, optical, kodaks, 
motion picture equipment; 74, best deco 
rated booth—exterior and interior; 75, best 
drawing or sketch offering suggestion for 
window display; 76, best drawing or sketch 
offering suggestions tor interior display; 77, 
floats, automobiles, best decorated: 78, for 
the best three han l-lettered cards, none to 
exceed 14 by 22 inches in size—any color, 
any style of lettering, any kind of pen, but 
the card must be lettered with a pen; 79, for 
the best three brush-lettered cards, none to 
exceed 14 by 22 inches in size—any color, 
any style of lettering, but each card must 
be executed with a hair lettering brush 
only; SO. for the best collection of three 
show cards, any size, shape, color, material, 
or combination may be used—lettering may 
be done with brush, pen, air-brush or com 
bination 

CONTEST RULES—1. All members of 
the I. A. D. M. in good standing are eligible 
to enter photographs, sketches, drawings, 
show cards, ete., in their proper classes 

2. All competing matter must be work 
done since the last convention held in New 
York, 1939. 

3. All awards will be made by compari- 
son. There will be three prizes awarded in 
each class; first, second, and third prize. 

4. Show cards and price tickets must be 
work that has been used in windows or in 
terior trims, and must positively be the work 
of the entrant. 

5. A photograph ts eligible for entry only 

[ ¢ ontinued on page 14] 
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May Flowers bloom 
Alons State Street 


presto! And May 


prolifically in’ every 


\pril showers 
flowers are growing 
shop window! Phere’s no waiting in the 
displaymen’s world - of - let’s - pretend 
weather is custom tailored to fit milady’s 
costume of the menth and sunshine is turned 
on with a switch “It's all done with mir 
rors. 

Just now there is a marked preference tot 
trees and trellises, branches and bird cages, 
white picket tences and moss-covered hollow 
logs. Interiors of the stores are alive with 
butterflies 
hover overhead, streams of bona fide wate1 


the throaty songs of canaries, 


come trickling down the rocks, and coun- 





By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


ters emerge from bowers ol blossoms. 
Shoppers may still be buttoning up their 
overcoats but they're sure to have spring in 
their hearts once they've strolled down 
state street. 

Traffic is slowing up before Carson Pirie 
Scott & Co.’s windows where J. W. Camp- 
bell has arranged a delightful series of inte- 
rior settings titled “Live in a Flower Gar- 
den.” One of the displays, pictured second 
from the top on the next page, depicts the 
quaintest of feminine boudoirs, all posy- 
splashed and draped in rose taffeta and fur- 
nished with a skirted vanity table and 
bench, a beruffled single bed and a flounced 
rose taffeta chair. Poised before a crisp 
organdy pillow and behind a dainty break- 
fast tray, a figure appraises an assortment 
of flowered materials being spread about by 
a less languid young woman who has been 


up and breakfasted hours ago. There are 


chimney lamps and bric-a-brac of an earlic 
period to add atmosphere to the setting. 

A companion window (not illustrated 
suggested “the loveliness of Covent Garde1 
in June in this floral pattern designed for 
Flowere: 
glazed chintz was used in contrast against 


your home and for you. 


plain powder blue in many ingenious ways, 
including pleatings about framed _ pictures 
window valances, a bird cage, and as covers 
for coat hangers, band boxes, and hat stands 
There were also matching dress bags and 
shoe containers and other closest accesso 
rics. A lackadaisical mannequin reclined 
upon a chaise lounge at the right and a 
two-tone down quilt in powder blue and 
rose flowered chintz occupied a prominent 
spot well front at the left. 

\nother of Campbell's ingenious exhibits 
featured a gigantic pink satin wild rose 
with a pink clad, golden haired half-manne- 


quin emerging from its vellow stamens. Two 
smaller wild roses of similar design filled 
the space at right and left on different 
levels. Leaves were ot subtle blue-green 
velvet. The roses carried out the theme of 
It's frankly Senti- 
. the gay Roman- 


the legend, “It’s new. 
mental ... ‘Wild Rose’. . 
tic fragrance created by Frances Denney.” 
Upon a grass plot before a rose-covered 
white picket fence were bottles of perfume, 
eau de cologne and other cosmetic items, 
attractively arranged. The window is not 
pictured. 

Much interest has been shown in Gold- 
blatt’s moving spring style pageant occupy- 
ing an entire series of State street windows. 
Display Director Ray Bianchi features a 
continuous background of sky, trees, and 


—At the upper left is an interior display used 

by Saks-Fifth Avenue, Michael Michele, display 

director. .. . Center, by J. Polari, Charles A. 

Stevens & Co. . . . At left, by Ray Bianchi, 

Goldblatt Brothers. . . . (All photographs by 

courtesy of Fred Kuehn, Photographers, Chi- 
cago)— 








+0 
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—'Evening in Pink’ is the subject of the 
Morris B. Sachs display, by Les Borofsky. ... 
Center, by J. W. Campbell, Carson Pirie Scott 
& Co. ... Below, by G. C. Bowen, The Hub— 


flower-hung trellises such as that shown in 
the illustration at the bottom of this page, 
sets models on petal-strewn, slightly ele 
vated platforms of various shapes. In the 
pictured section a wide hand-lettered papet 
streamer carries the legend, “Presenting the 
Spring Fashion Parade.” Two flip robins 
on a fence call attention to a second sign 
which reads, “Join the Fashion Parade in 
Attractive Luggage-Tan and White Print 
Dresses.” Doves perched about the set add 
a further note of spring. 

\n arresting motif of semi-circular white 
lattice work is used effectively for a mil 
linery display conceived by J. Polari, Charles 
A Stevens & Co., and pictured here. Hats 
large and small climb up the lattices like 
rambler roses, while others are shown on 
mannequins or on standards amid clouds ot 
draped veiling. Bags, shoes, gloves, and a 
few other accessories are spotted through 
the window. Simple stand-up cards feature 
the store’s millinery department. 

Breathtaking were the interior display 
pieces conceived for Easter by Michael 
Michele, Saks-Fifth Avenue. One of these, 
pictured at the upper left, was a surrealistic 
expression, a form half woman, hali tree, 
composed of white plaster. Stuck into th 
plaster branches were twigs of real trees 
bearing a variety of blossoms and flowers 
The trunk of the woman's body, which also 
symbolized the trunk of the tree, was fes 
tooned with flowers and in her hair were 
more fragile blossoms. The tip-top branch 
held a white wicker bird cage while the 
lower limbs reached out to display charming 
little hats. The piece stood upon a square 
white pedestal and a placard read, “New 
Leat, New Life.” Similar fantastic display 
pieces were used in other sections through 
out the store. It is interesting to note that 
Michele was inspired by Milton’s “Para 
dise Lost” to create these dramatic units. 

“An Evening in the Pink,” hand-lettered 
on a poster, sets the theme for an appealing 
presentation of after-dark frocks in the win 
dow of Morris B. Sachs. Designed by Les 
Borotsky, a ceiling-to-floor back panel is 
striped with an all-over pattern in deep pink 
and white. A white stove, its, smoke pipe 
entwined with clinging vines, is surmounted 
by a large sign bearing the wording, “Warm 
Pink Tones.” Three lovely ladies are garbed 
in the most fragile of pink evening gowns 
The window is shown at the top of. this 
page 

“Color is the Theme for Spring” reads the 
lettering across a painted poster on an easel 
ina window at Henry C. Lytton’s (The 
Hub) devoted to sports apparel for women. 
Display Director G. C. Bowen uses a back 
ground of imitation wood fibre to set off a 
Seated model and her two standing com- 
Panions. An artist's palette holds a color- 
ful collection of blouses, sweaters, and flow- 
ers, flung on like daubs of paint. A small 
ladder leaning against the poster is topped 
by a bird, holds several pieces of feminine 
clothing. A poster down front echoes the 
sentiment expressed by the poster. The dis- 
Play is pictured on this page. 
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Timely Display Ideas... 


By JAMES KILEY aun 











No. |, shoe displayer for center or 
end pieces. "A" is cut out of 7%-inch 
pine board; "B" is cut from 3-inch ply- 
wood; "C" is cut from rigid fabric, bent 
to shape and painted in different shades 
of green. 

No. 2, shoe displayer cut from wall 
board, with oval fir plywood shelves 
supported on I-inch dowel sticks. 

No. 3, fir plywood cutout having slots 
through which ties are inserted. 


No. 4, another modern shoe displayer. 
The edge of the base is covered with 
lengths of '%4-inch half-round moulding. 
No. 5, forced perspective treat- 
ment for ladies hat window or 
interior case. Cut-out lettering 
on the sloping floor is royal blue; 
the other lettering (giving a re- 
flection effect) is pale blue. 
No. 6, center unit for men's 
shoe window. Large red and sil- 
ver magnet in center; hanging 
sign, and small cut-out figures. 
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W. M. 
ZEPPEN-FIELD 


GFT 


HOLLYWOOD 


PRESENTS 


THE NEW DRAMATIC ACTION 
“HOLLYWOOD MANNEQUIN" 


For summer and winter sports 
SWING of the human body: showing sport 
a smart and appealing manner 
Women's figures flexible at the waist on 
Men's figures |00‘« flexible at neck 
elbow, wrist, waist, hip, 
American types 
from life. Action 
Smart New Finishes in Zeppen-Field's New Flexible 


Composition or Papier Mache Women's ‘Hollywood Mannequin 


IMPORTANT 


IF IN NEW YORK IF IN CHICAGO 
Visit our New Showroom at Visit our Show at 


1440 Broadway—Mr. S. Eppy Cameron & Co., 209 So. State St. 


W. M. ZEPPEN-FIELD SFUDIrOs 


1057 NORTH LA BREA AVENUE, HOLLYWOOD, CALIFORNIA 
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For funny Days 





—Six displaymen designed these windows for the showing of men's wear 
in settings appropriate for warm days of summer. Ranging from a 
rather ''standard"” setting of palms and mats to a modernistic forced- 
perspective window, the displays have many adaptations. . . . Left 
Riley, display manager, and Walter Krysto, 
The men's straws are shown 


column, top: by Ambrose I. 
assistant, Jordan Marsh Company, Boston. 
in a barnyard scene in which a hay wagon is the principal prop. 

This is followed by a window designed by V. M. Curto, J. C. Penney 


Company, Lansing, Mich. The tie-up is with the Man building of the 


New York World's Fair. . . . Third in the column is a display by Irving 
C. Eldredge, R. H. Macy & Co., New York City, in which the forced 
perspective draws the gaze through the display and to the man and 
. . Right column, top: by Glenn Partrich, Wiesel Com- 
. Center, by J. W. 
series for 


map in the rear. . 
pany, Tuscaloosa, Ala., for Hickok sport belts. 
Campbell, Carson Pirie Scott & Co., Chicago—one of a 
sportswear in which the slogan "California to Carsons" was featured 
. .. This is followed by a window of Mallory hats, by Fred Rude, Baskin 


Chicago, characterized by neatness and eye appeal— 
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LAMILUXE 


IS MAKING WINDOW DISPLAY HISTORY 


North, East, South and West, the Display and Decorating Fraternity are finding LAMILUXE the unique 
and economical laminated paper material for eye-compelling display back-lighted arrangements. 


NATIONALLY DISTRIBUTED THROUGH 

Baltimore, Becker Sign Supply Co. Danville, Earl W. Gasthoff Co. Philadelphia, Joseph E. Podgor Co., Inc. 
Boston, New England Decorators’ Supply Co. Duluth, Duluth Display Service Pittsburgh, Cappy & Co. 
Chicago, Carson Pirie Scott & Co., Wholesale Division Ft. Wayne, Acme Quality Paint Store St. Lovis, Garrison Wagner Co. 
Chicago, Display Paper Products Co. Los Angeles, Southern California Window Display Service San Francisco, Herman Tunick 
Cincinnati, General Display Co. Milwaukee, Artists and Display Supply Co. Seattle, R. L. Cunningham 
Cleveland, Advertising Displays & Decorations Minneapolis, Minneapolis Paper Co. Habana, Cuba, Regil Y Cia 

New York City, Maharam Fabric Corp. 


RHINELANDER PAPER COMPANY © RHINELANDER, WISCONSIN 


CHICAGO, 228 N. LaSalle St. NEW YORK, 41 Park Row MINNEAPOLIS, 713 Pence Bldg. LOS ANGELES, 2866 W. 7th St. 
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Utility Backs Campaign 
With Strong Displays 


\ little over a vear ago the Consolidated 
Edison Company, New York City, stirred up 
territory 
package” 


retailers in its 
“bargain 
Kach “package” consisted of a toaster, 


a tempest among 


because of a. gigantic 
sale. 
radio, and electric iron and was sold at an 
The 
campaign, in which display figured promi 
by the fact that in 


extremely low. price. success of the 


nently, is indicated 


forty-one days some 111,711 packages were 
sold. 

This year Consolidated Edison is back 
again with another promotion on similar 


lines, and again the New York City retailers 


who handle this type of mefchandise are 
up ino arms “Edison's Newest Bargain” 
consists of a General Electric tank type 
vacuum cleaner, at a regular list price of 


entitles the 
featured 


$62.50, the purchase of which 
buver to the othe 
an 1. B.S: 
$21, and an 


combination 


two articles 


lamp which ordinarily retails at 
$1250. The 
ledi- 


pas able 


electric iron. at 
Consolidated 


$36, 


price set by 


son for all three items 1s 


monthly, at that. 


est 
i a Tan, 


% 


soldaliad 


=DISONS N 


PURCHASE 
=< FLOOR Lamp ‘2° 


21° LES. 


indication that the cur- 
repeat the 


such 


There is 
rent campaign will 
the former promotion—at 
could hardly miss—but the display field's 
from the angle of 
display tie-ins 


every 
success of 


prices it 


interest in the event is 
the window and_ interior 
rather than in the merchandising aspect. 
Ray Martin, art director for Consolidated 
edison, describes the display assignment as 
one of the “toughest” he has encountered, 
but the four different types of displays pic- 
tured here indicate that he and his staff have 
done an excellent job for the promotion. 
It might be mentioned that no branch of ad 
windows, 


vertising display was neglected; 
interior settings, outdoor posters, truck 
panels—each division was covered. 


In the group pictured, the display at the 


—Ray Martin, art director, and his staff at 

Consolidated Edison Company, New York 

City, created several types of display to be 

used with the utility's current promotion of 

a cleaner, iron, and |. E. S. lamp in “bar- 

gain packages.’ Note the different appeals 
involved— 


PRIVILEGE 


2° PROCTOR ti RON ‘I? 


left adopted visual evidence otf thi 


merchandise. 


upper 
worth of the 
manufacturers’ literature, plus one of a page 
advertisement from the Saturday 
Post, used in the background. 

At the upper right, the display theme ce 
tered around a slate on which the low cost 
of the two secondary items was played up 
while sketches in white on a 
ground at the left showed the many adapta 
tions of the cleaner. 

The comfort and utilitarian appeal of th: 
merchandise was the story told in the win 


Blow-ups ot 


Evening 
were 


dark bac kK 


dow at the lower left. Large drawings pi 
tured the merchandise in actual use. 

An interior setting is illustrated at the 
lower right. Note the stream of miniatur 
figures pouring out of the opening in th 
right background, and the tiny cutouts. 

Whatever the outcome of the 
New York City retailers and 
Edison, there is no denying that 
the latter's 
display department to make the campaign a 


] 


Clash be 
tween Con 
solidated 


nothing has been left undone by 


success. 





PURCHASE PRIVILEGE 
Hesse FLOOR LAMP ‘'2™ 


and 


12° PROCTOR sc: IRON ‘12 
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DISPLAY ACCESSORIES. 


PORATED 


rae Nyled by ¢ Lies a 
i J _ | 
DISPLAY ACCESSORIES INC. has been organized by Albert Bliss of BLISS DISPLAY CORP. The 
entire staff of BLISS DISPLAY STYLISTS will be responsible for designing a high style line of display 
materials and supplies to sell at popular prices through DISPLAY ACCESSORIES INC. Besides this 
entire design bureau, DISPLAY ACCESSORIES INC. has engaged the services of :— 


WARREN A. GALLAGHER, General Merchandise Manager—JOHN C. NICHOLS, General Sales 
Manager—L. P. WALLER, Southern Representative—D. McKINNEY, Eastern Representative. 


DISPLAY ACCESSORIES INC. establishes the following unique policy—to supply you with ideas and 
suggestions styled by BLISS DISPLAY designers, to show extraordinary uses of all new display materials 


introduced. 


WRITE FOR DESIGN FOLIO 


DISPLAY ACCESSORIES nc. 


5 W. 36TH ST., NEW YORK CITY 








Bring the“SAL YT?” to your 


window! 


Chenille 


“ANCHORS AWEIGH” 


T’S a Natural for quick Summer Sales— 
It's Nautical! 





It has the new fascinating third dimensional 
effect, with its fluffy white silk rayon standing 
high above a background of Dark Blue, the 
same shade as the popular Xmas Blue 
NoSeam. 


Make this Anchor Aweigh design part of 
your Vacation Sportswear and Cruise set- 
tings. 


It will add nautical appeal to your window 
and interior displays. 


Roll Size:—40” wide x 24° long. 
Design repeats every four feet. 


COY, DISBROW & CO., Inc. 


Display Division 
Chicago:—Builders Bldg. Main Office:—686 Greenwich St., N. Y. C. 


~s 





22 





DISPLAY WORLD APRIL, 194¢ 


Display Merchandising ... 





By De «(ARAN = 








SPACE FOR WORDING 











—This selling unit is designed 
along modern lines for stores 
having small, round columns. 
It is especially adapted for 
modernizing the older type 
of store. Because of the 
divider in the center it is 
possible to use one side for 
one line of merchandise and 
the other side for a different 
line— 







































































—Here is an idea for an attractive selling unit surround- 
ing a store column. The four sides are faced with 
shelving made to create an old English cottage effect, 
similar to "Ye Shop" shown in this feature in the February 
issue. Storage space is provided under the table top. 
The unit can be used for books, stationery, gift items, 
housewares, and many other lines— 


—For the store which wants 
something rather novel in the 
way of selling space around a 
column, we submit this idea. 
The sides of the column are 
decorated with boxes that 
serve as shelves. The boxes 
are to be painted on the out- 
side in the same color as the 
column; the interiors are 
painted in a_ contrasting 
color— 
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Here’s “SKY HIGH” DISPLAY BEAUTY! 


—And the ''sky's the limit" to the fresh, versatile effects you can achieve with 


ACE PAPER Co.S Gorgeous New 


CLOUD-TONE 37" 


DISPLAY PAPER 











~ ~ Pwvwewe wee 


Utterly new and different! A striking, soft-toned mate- ROSE" and ''DAYBREAK BLUE." Refreshing for sum 

mery displays. Can be decorated with paint, water 
, 94 i he color or any other usual medium. In 87" rolls and 

the paper is made) which achieves the elusive beauty of sheets 26 x 40 for odd jobs. Be first to get ‘'sky hig 


the sky at its best. Two “heavenly’ colors—''SUNSET beauty with CLOUD-TONE! 


rial with a ‘marble’ motif on both sides (produced as 


Remember Ace Paper Co.’s Hit Parade of Display Papers Includes These Leaders: 
Famous VELVELUR, the colorful Ace WIDE Seamless Background Pa- FLEXO-FLOCK and VELVO-FABRIC 


background paper, non-inflammable. pers 81'' wide and 108" wide. —Two smart, novel, rigid fabric in- 
Rolls 87" wide; rolls 49" wide, and novations. 
sheets 26 x 40 for odd jobs. 


Get the free samples! Get the facts! Get the modest prices that make 
Ace Papers outstanding buys of the display world. Write us now. 


THE ACE PAPER CO., Inc. 


Display Division 


426 WEST BROADWAY 








NEW YORK, N. Y. 











PLAN — CRESCENT 7) 
BY GOLLY, THIS 


PROFITSE| Gan’ __ p Maeavae 


SHOW CARD BOARD 
THE ERASER 
HAS FAILED 

TO RUIN 


by using cu‘out displays made with 
the 


Culawt CHICAGO CARDBOARD COMPANY 


For complete details write 
666 WASHINGTON BOULEVARD CHICAGO , ILLINOIS 


INTERNATIONAL REGISTER CO. 5 ao 
13 S. Throop St., Chicago et She by Leading Dikhit. Everywhere 
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Displays that Sell 


“ll take one of those,” is like music to 
the ears of the sales person. It is that phe- 
nomenon of having a customer sell himself 
completely. This Mr. John Consumer has 
seen, we will say, a pair of Swank braces, 
smartly displayed. He has looked at the 
braces carefully, noticed the fashion-right 
design of the webbing, the bright combina 
tion of masculine colors, the attractiveness 
of the jeweler-crafted “Griptite” ends and 
metal parts. He has visualized such a pair 
ot braces on his new brown suit and agreed 
with himself that it would look well on him 

and he really does need a pair—yes, “I'll 
take one of those!” ‘ 

He may or may not remember, as_ the 
package is being wrapped, that it was the 
display which created this sale, but the dis 
play has served its purpose and is ready to 
put on its act for the next shopper. 

Swank has a firm consciousness cf this 
entire drama which is being continually re 
enacted in the stores. It 1s with the desired 
result clearly in mind that Swank designs 
displays. 

Three new counter cards are featured this 
season. Our “Softone” display has the 
sunset background of a summer sky, with 
the soft tones blending to a horizon. This 
card comes to our customers with a Swank 
“Softone” brace already mounted on_ it, 
“Softones” being our featured deeper pastel 


By WILLIAM A. GREENEBAUM 
Swank Products, Inc., Attleboro, Mass. 


shades for spring and summer wear. These 
tones are authentically based on prominently 
shown sportswear colorings. Our display 
therefore blends perfectly with an ensemble 
window or case trim. 

“Cool Harbor” is our refreshing name 
for a fabric—an elastic webbing—-for sum- 
mer braces. This reproduces the weave and 
colorings of the popular type of summer 
neckwear. Our display card, on which the 
brace arrives mounted, is an artist’s concep- 
tion of a harbor with a lighthouse in the 
background. Through the foreground is a 
series of cool blue waves, which we_ be- 
lieve gives the brace a setting of comfort 
and coolness. 

A more daring method of catching the eye 
is used on our “Time” display card. With 
the permission of the Time publishers, we 
have taken their magazine cover, in exact 
size and layout, using only the name “Time” 
from their copy. To this we have added 
our own story, “Time for Swank Braces.” 
The brilliant red border is the all-impelling 
eve-catcher—and “Swank” in the same 
shade and “Time” in black both vie for 
secondary consideration. In casting a 
glance displayward, our prospect receives 
his reminder—with an attractive package 
of braces to complete the picture. 

The larger part of our display efforts 
have been devoted to “furniture” —magnifi- 








cent walnut and combination wood fixture. 
which enhance the counter or window set 
ting as well as they present that take-n 
home appeal. 

In more than a dozen pieces we have ri 
the gamut, starting with a Swank origina 
tion of a small platform to hold a singh 
packaged brace, and ending with a mederi 
istic floor stand which displays  fiitee: 
braces in the full length, and holds six 
dozen. 

The small individual unit serves — th: 
small and large stores alike, for while ther 
may be just this spot available in the smalle: 


store, this display is handy and efficient tor 


window and case spots where more = spa 
is available. 

We have created an original unit which 
holds one brace in the open and a_ pack 
aged brace alongside. This ties in the util 
ity angle, with the opportunity to “feel th 
material” as well as featuring the attra 
tively packaged merchandise. 

Pre-testing, consulting with artists and 
display managers, and checking consume 
appeal has brought Swank displays to a 
high point of public and retailer acceptance 
The Swank policy continues to create fines 
merchandise, and to develop and present 
displays which will fill every need in eth 
ciently serving at that merchandising cross 


road, the point-of-sale. 
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MANHATTAN WINDOWS WELCOME SPRING 
[Continued from page 5] 
so much clean laundry spread out in the sun. Red roses border the 
grass and from the top of the hilly slope a chartreuse papier mache 
tree spreads wide branches blooming with sheer white blouses and 
clusters of roses. 

Pastel sheer blouses are also included in the picture, these being 
draped on a lattice of white silk cord stretched from the longest 
branch to the window foreground. Single dogwood blossoms are 
spaced at even intervals over the gray blue walls, and the floor 
is covered in leatherette in the spring-like chartreuse of the tree 
\ neat little border of pebbles around the inside of the glass adds 
to the spic and span freshness of the pretty scene. The showcard 
concludes with the amusing play on words, “we're ‘leaving’ them 
all on the lower limbs—well within reach of your purse.” 

With the bloom still fresh on Easter bonnets, Lord & Taylor 
is already looking ahead to summer vacation fun with a gay new 
fifth floor “Beach Shop” designed by Charles Hinsdale, in charge 
of interior displays. 

Five wide arches lead off the main aisle into the shop proper, 
much of the decor being carried along the walls between the arches 
and in atmospheric settings spaced along the wide aisle. Smart 
striped awnings in white, red, and light and dark green set the 
lively color scheme, with the background to the wall trims painted 
in the lighter, silvery green and the alternating plateaux and 
double-tiered sandboxes finished in the darker mossy shade 

In the trim to the right of the arch (in the view shown at tl 
top of page 5) a big wooden fish is the means of displaying a red 
and white play suit supplementing a slacks outfit in the same 
combination on the mannequin. A white ship's rail in the for 
ground display lends a nautical accent to the white, red, and green 
costume. In the cabana setting centered in the aisle the mannequin 
casually holds the red pennant bearing the shop's title, and like 
most of the merchandise displayed throughout, her slacks suit is in 
the vivid red. This color scheme is repeated within the shop, with 
the awning stripe carried around a continuous white overhead 
valance on which tropical atmosphere in the form of little native 
houses is painted. The counters are finished in the two-tone green 
enlivened with a narrow stripe of white. Beach chairs are painted 
in bright colors and cushioned with the awning stripe, while com 
fortable settees wear gayly patterned fabrics keved to the same 
general scheme. 

“For Harmony in the Home—Bloomingdale’s Exclusive Slip 
covers” and a “Slipcover for the Lady” in matching tabric—was 
the interesting promotional tie-up recently staged by Display Di 
rector Howard Richmond in a full battery of windows and related 
interiors at Bloomingdale's. (Center illustration, page 5.) 

The spacious uncluttered atmosphere, typical of this store's 
display policy and = obtained by removing partitions between 
groups of two and three windows, provided a happy setting for 
several attractive groupings of slipcovered furniture before a back 
drop of heavy white sateen. In this setting the ensembled slip 
covers (for loveseat and lady) teature smart checks in a combina 
tion of chartreuse and brown, with the pointed overdrape around 
the loveseat in solid brown. The tabric motif is carried into the 
decor by means of the check-covered box-like trame with wing 
projections of lacy black wirg enclosing a black wire butterth 
with checked wings hovering over a green foliage plant Live 
plants also supply the decorative note for the rest of the window, 
with a tall exotic variety in a white tub flanking the mannequin 
and balanced by a triple-tiered flower stand of black enameled 
wire holding dozens of white potted trailing vines 

Little bits of the great outdoors were brought into Lord & 
Tavlor’s Fifth avenue windows to help launch that much-publicized 
new fashion of “Bare Knees for the Country” in a tie-up with [liz 
abeth Arden’s new “Knee Make-up Kit” demonstrated at a fashion 
show held in connection with these windows 

lo show to best advantage the brief kilted skirts and rouged 
knees dotted with tiny beauty marks, Display Director Dana 
O'Clare posed the mannequins scrambling over natural rocks and 
boulders and great uprooted tree trunks, or climbing hilly slopes 


nse with rhododendron and laurel and torsythii l looking as 


cde 
tresh and blooming as though it were still growing out on. the 
spring countryside. One nature-loving mannequin actually was 
sprawled prone on the ground comparing wild flower specimens 
with illustrations in a book on botany, and whole tamilies of littl 

ister field mice peering out of leafy corners or scampering boldly 
out in the open added a charming Disney touch to the displays 








NOW...NEW BEAUTY! 


Sherman 


CORRODEK 


The outstanding corru- 
gated paper . « « Perfectly 
uniform corrugations, better 
than ever possible before... 
four widths—30”’, 48’’, 60” 
ana 72”...18 brilliant dis- 
tinguished colors—these are the features 
that make Corrodek front page news. You'll 
be amazed at the beauty of the surface, 
completely free of the usual surface “finger- 
markings” that mar ordinary corrugated. In 
fact, to bring you this advantage we installed a 
brand new corrugating machine! Handy guide 
lines on backing sheet save time, eliminate 
measuring, permit easy, accurate cutting... 
Three economical roll units--- 100 sq. ft., 
400 sq. ft. and Jumbo roils of 1000 sq. ft. 


™ 











Send for Samples, Color Swatch 
and Prices TODAY! 


Write Dept. DW-4 








SHERMAN PAPER PRODUCTS CORP. 
NEWTON UPPER FALLS, MASS. 
MANUFACTURERS OF NU-TRIM AND CORRUGATED SPECIALTIES 
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XX. A SIMPLE JOB-CHECK SYSTEM 


By JOHN J. CONDO, Treasurer 
Alexicraft Display Company, Tyrone, Pa. 


It has long been the writer’s conviction  sembling others which have been turned out 
that one of the principal troubles found in _ before. 


the small display studio can be eliminated When an order comes into our office, re- 
very readily. The trouble referred to is | gardless of how large or small the job may 
simply this: many studios do not really be, we make out a work sheet on the form 


know whether they are making money on shown on this page, making a carbon copy 


jobs: if they have no real way to check on of the form. As first made out the form 
costs and the progress of a piece of work shows the date the job was sold, the order 
through the shop they can be losing money number, to whom sold, materials, sales cost, 
without knowing it and any additional information under the 
Phe installation of a simple job-check sys- heading of “Remarks.” 
tem not only will tell how the studio stands The original is retained in the office and 
almost to the hour—on every job on the the carbon copy goes to the design depart- 
floor, but can also be used to check pro- ment. When the drawing and designs are 
duction time against any future orders of the — finished they are sent to the shop along 
same nature. In its latter phase alone the with the carbon copy of the work sheet. On 
job-check system to be explained below is arrival at the shop the job number and a 
very valuable when making bids on jobs re number indicating when it is to be started in 


WORK SHEET 


Acexicrart Dispray Company 











Date Sold ‘ , I9 4 | Order No. 473 Department ee bwotass 
ee i ~ 
DetoSuned ‘« 3 | Soldto One Beet Sere 
Date Completed 7 1 YY Tt ty / a 
TIME 
DATE 


EMPLOYEE 4-2 4-4 Y-S Y-6 Y¥-7 
bea Ra 2G abe ie. 
A4,~< t y 4 7 


? 
rhtagh 6 6. ¢ 
} : Y 5 





MATERIALS 




















Lh 9 Hs ta < 2 ra 
; f hm ta efx 
per cb tog attache 
SALESMAN Stat 
INSTALLATION SALES COST 
Neel 2. oo | Meals so 
Lodging 
Transportation 1.00 
Misc'l. a 
{. 9 0 
; REMARKS: Total Time Cost 76.60 
‘ - if 1 hae Lth Afer qu ye otiac Total Material Cost 25-Y0 
Ck the Total Sales Cost 1.20 
Fixed Charges 
Packing & Exp. |. oo 
masse Total Cost of Job 
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Display Studio Problems 


work are placed on a blackboard. For in 
stance, the job just received may be mor 
urgent than a couple of jobs already in 
hence a numbering system which = show 
plainly which work is to receive preference 
These numbers showing the importance o 
the jobs to be finished are changed ever 
morning. 

When a man leaves one job to go to work 
on another, he is required to make the 
proper notation on a time card. This is a 
6-by-4-inch card with spaces to show th 
job number, number of hours worked on 
each particular job, nature of the work done, 
time begun and time ended. On the back 
of the card the workman must list all ma 
terials used. We make it a law that a 
man must fill in his time card when chang 
ing jobs, rather than at the end of the day 
If he waits until quitting time, he may for 
get the exact time—and is very likely to 
forget materials used. When a man works 
on one job all day, he brings the time card 
up to date at noon and again at quitting 
time. In this way we are able to take a 
report from his card at lunch time and the 
first thing in the morning. 

At the end of the day the time card and 
any finished work sheets are brought back 
to the office. (When the office receives the 
carbon copy of any work sheet we know 
that that particular job has been finished 
and is either installed or delivered. We 
then can take care of the billing.) 

But as each time card comes into the office 
late in the afternoon, we take the hours from 
it and list them on the back of the office 
COPS of the work sheet—also doing this 
with the list of materials. The total of the 
time for each card is added to the former 
total, as is the case with materials cost. 
Thus the original work sheet held by the 
office has a “running” summary of. all 
labor and materials cost, and this is brought 
up to date each day. A quick reference 
to this work sheet shows exactly how fat 
along the job is, whether it is going 
through on schedule, ete. 

Each workman is required to list the 
kind of paint, materials, and the like, in 
addition to the quantity. Thus we can get 
very close to the actual cost. 

The back of the office copy of a typical 
work sheet might bear notations such as 
the following: 


MATERIALS 


100 ft. 4x134 W. P $3 00 
1 roll No. 619 Leatherette 6.00 
1 pt. S. & W. Enamel iz 
Ete. etc. 


[Continued on page 39] 


—The completed work sheet, as described in 
detail in the accompanying article, sum- 
marizes the job cost. Materials and labor 
notations are carried on the back— 
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Special Program 
For Detroit Club 
At the March meeting of the Detroit Dis 
lay Club, held at the Hotel Statler, foun 
interesting motion pictures in color were 
esented by Art Hoerauf, Arthur F. Hoer- 
auf & Co., through the cooperation of Devoe 
& Raynolds. The pictures illustrated the 
works and styles of leading contemporary 


artists. 
Carl Sudan, Detroit convention bureau, 
announced a window display contest fo 


“Know Detroit Week.” 


program for the en 


\pril, to be called 


\ similar educational 


tire state was announced for the same 
p riod. 
F. E. Whitelam, R. H. Fyfe & Co., in 


charge of the speakers committee for the 
Display Men 
interesting 


International Association. of 
convention in 
report on the highlights of the 
(A summary of his talk will: be 


\. D. M. News elsewhere in 


June, gave an 
program 
found in 


this 





Claude Gehring, 46, Dies; 
Formerly With Rike-Kumler 

Claude Gehring, formerly display manager 
for the Rike-Kumler Company, Dayton, 
Ohio, died March 18 at his after a 
long illness. He was 46 years old. Gehring 
Rike-Kumler in 1920 as a 
Three years later he was promoted 
position 


home 
joined card- 
writer. 
to display manager, a 
held until illness compelled his resignation 
in 1938. 


eral vears. 


which he 


He had been in ill health for sev- 
He was a World War veteran. 

wife, Mrs. 
brother, 


survived by his 
two 
Funeral services were held 
Interment 


Gehring is 
Grace Gehring; daughters, a 
and four sisters. 
in Dayton on March 20. was at 


Covington, Ky. 


Hanson Appointed 
By N. R. D. G. A. 


Joseph E. Hanson has been named man- 
ager of the Sales Promotion Division of the 
National Retail Dry Goods Association, re- 

\lan A. Wells who resigned to be- 
advertising Kaufmann 


Department Stores, Pittsburgh. Hanson was 


placing 
come manager of 
formerly with the following firms : Lawrence 
Fertig & Co., advertising agency; L. 
berger & Co., and Kresge Department Store, 
both of Newark, as advertising *manager. 


Bam- 


Ralph Adler Leaves 
On Extended Trip 

Ralph H. Adler, James B. Williams, 
498 Seventh avenue, New York City, 
bining business and pleasure in the form of 
From 


Inc., 
1s com- 


a month's trip across the continent. 


San Francisco he will proceed to Hawaii. 
includes the principal style 
centers of the nation. Adler will 


New York City about May . 


The journey 
return to 


New Display Service 
For Chicago 
C. W. Belden & Associates is the name of 
located at 11 East 
The company was 


a new display service 
Hubbard street, Chicago. 
formed by C. W. Belden, formerly art di- 
rector for Reynolds Metals Company. 
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IN HOSIERY DISPLAYS 


There’s no more effective way to display and sell the proportioned hosiery 
idea than by showing the stockings themselves on these three new Fairy 
Proportioned Forms. For, in addition to showing size gradations, Fairy 
Forms stress the emotional appeals that really make sales—sheerness, style, 
fit and bewitching feminine allure. 


Fairy Hosiery Forms can discover gold in your hosiery department. Their 
exclusive features are proven sales builders. They are moulded in lovely, 
natural lines of beautiful Fairylite, a feather-weight plastic which has all the 
appeal of feminine daintiness. The three exclusive Fairy Form effects put it 
within your power to create displays that express natural, exotic or glamorous 
appeals impossible to achieve with any other display equipment. 


Here are money-making display forms that will sell more hosiery for you. 
Begin to enjoy the profits they can bring. Start now with the three propor- 
tioned Forms as a group, and later use them individually for window or de- 
partment displays. Make up for a late spring by generous use of sales- 
producing Fairy Hosiery Forms. 


Write today for complete catalog and prices. 


Address Dept. DW 


SHOE FORM CO. INC. AUBURN, N. Y. 
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Display bila... 


By Edward Henry Tackney 
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Camp & Co. Offers 
Six Cash Prizes 


A window display contest will be held 
during National Posture Week, May 6-11, 
sponsored by S. H. Camp & Co., makers of 
scientific supports. Display managers in 
department and specialty stores throughout 
the United States, carrying Camp merchan- 
dise, are invited to participate. A full set 
of promotional literature is available on 
request. 

Contest entries will be divided into two 
groups: stores in cities of 100,000 and over; 
stores in cities under 100,000 population. 

A first, second and third cash prize will 
be awarded for the best window in each 
group. To be eligible for a prize, an entry 
must be postmarked not later than June 1, 
1940. Windows will be judged according to 
the manner in which the importance of good 
posture is dramatized, as well as on the 
basis of sales appeal. 

The judging committee includes Irving 
Eldredge, R. H. Macy & Co.; Albert Bliss, 
president, Bliss Display Corporation, both 
of New York City, and J. B. McCann, presi- 
dent, International Association of Display 
Men, Washington. 


New Miniatures Called 
"Man-O-Rama" 


Striking miniature life-like men are being 
introduced for men’s wear display by 
Fleischman Displays, Inc., 138 Fifth avenue, 
New York City. Called ‘“Man-O-Rama,” 
the figures are 24 inches in height, and are 
made of plastic wood. They are said to 
be practically unbreakable and very light. 
According to Martin Fleischman, pertect 
detail is attained by modeling buttonholes, 
creases, stitches, and the like into the orig 
inal clay. The texture of cloth is achieved 
by means of a flock treatment. 

\dditional miniatures are being created 
for coming seasons Kifteen new models 
are in work at present, including those for 
topcoats, tuxedos, college suits, ete The 
miniatures are also available in shadow 
boxes, with small props made up in the 
correct proportion. Literature is available 
nm request. 


Heimann Buys Interest 
In Display Firm ‘ 

Kurt Heimann has secured a half interest 
in conjunction with V. L. Feaster in’ the 
Southwest Fixture Company, 901 elm 
street, Dallas. The firm manufactures dis 
play fixtures, and jobs specialized lines, as 
well as maintaining facilities for repairing 
and refinishing work on mannequins. Sev 
eral more sales representatives have been 
employed recently. Heimann was in the New 
York City display field for several years. 


L. L. Wilkins 
Joins Pizitz 

Formerly in charge of display for Ker 
Dry Geods Company, Oklahoma City, L. L 
Wilkins has joined the Pizitz department 
store, Birmingham, as display manager. He 
replaces Charles Monroe, who is entering 
business for himself. 
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BUMARI GH 


REG. U.S. PAT. OFF. 


FOR DISPLAYS 


IS TEXTURITE* DIS-PLASTIC 
The First Cellulose Acetate 
Distinctly Display-Conscious. Use 
It In Any of the 10 Different Types. 


Rolls or sheets. Clear. colored. translucent 
and opaque. Patterned or embossed. Per- 
forated. fluted, designed. applied or drawn 
and decorated. 

Your display material dealer should stock it 


for you. If not. write us. 


J. M. GORDON & CO. 


189 GREENE ST. NEW YORK 





PIONEERS OF PLASTICS FOR DISPLAYMEN 








DRAMATIC 
BLOW-UPS stop THE PASSERSBY / 


Put selling punch in your displays with Stites’ Blow-Ups, 
in hand-colors, sepia, or black and white. Rock-bottom 
low prices, with guaranteed quality. Write TODAY for 
price list. “Quality Art Since 1899.” 


4 
STITES PORTRAIT COMPANY 


SHELBYVILLE, IND. 














The interesting straw hat displaver pic 
tured immediately above was designed by 
W. R. Albright, advertising and display 
manager, A. W. Cox Department Store, 
Parkersburg, W. Va. On the use of this 
form of display he has the following to say 

“The America of today is ‘on wheels.’ 
Faster and faster... im a hurry. The 
window display that stops traffie and pulls 
a big crowd in these days certainly deserves 
a room with southern exposure in the Hall 
of Fame. A few moments attention is the 
most that can be expected today for a dis 
play. And a lot must be told and shown in 
that short time if the display 1s to sell 

“Psychology tells us that when people are 
in a hurry our message to them must be 
brief and to the point. The same holds true 


in modern display—even more so in the pop 
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Here and ihere 


ular-price department store where many 
items are displayed in one window at the 
same time. In windows of this type, small 
unit displays that combine eye-appeal, a 
brief sales story, and an actual example of 
the merchandise—all condensed into a com- 
plete setting—are most effective. 

“Small, unit displays should be built 
around staple items that have a_ rapidly 
changing market. Shirts, ties, lingerie, and 
hosiery are good examples. 

“Centered in the straw hat display illus- 
tration are three men, each holding a top 
stvle taken from one of three individual 
price ranges. Use of color and the modern 
design of the men helped attract attention. 
\ window card and actual merchandise 
complete the setting. 

“The fundamental step in designing a dis- 
play is to attract the eye. Next comes the 
selling message. Care should be taken to 
omit every word that is of no value. Re 
member, reading requires an effort; the 
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fewer words, the better chance the = sh 
card has of being read. The message mt 
be direct and to the point. A shopper wo 
try to piece together a haphazard displa 
neither will he or she read much copy.” 

Barbara Chase, advertising director 
Goldwaters’, Phoenix, reports as follows 
the mannequins-in-barrels window : 
“Goldwaters’, outstanding quality store 
the Southwest, did a revolutionary wind 
display, as the picture shows. It has ne 
been the policy of this store to displ 
‘mark downs’ and it is the policy to | 
only two clearance sales a vear. 


“The last semi-annual sale was duly a 
vertised, but, realizing that after the first 
rush the sale would need ‘pepping up’ in 
the middle of the week, R. C. King, display 
director, devised this window. 

“Four mannequins, complete with out 
standing accessories, were placed in thi 
window. Decor was as fine and comprehe: 
sive as if high-priced gowns were being 
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shown, but the figures were dressed in bat 
rels—ordinary unpainted barrels. 

“In the past, after the first day of the 
semi-annual clearance, our sales have had 
a daily steady increase of approximatel 
2 per cent with small advertisements calling 
attention to the fact that the twice-yearl 
sale still was in force. However, on t 
Wednesday of this particular sale (the wit 
dow went in Tuesday afternoon) sales took 
a spurt of Il per cent, 9 per cent of whicl 
we attribute to this eye-catching window 

The copy on the central poster read 
“We've rolled out the barrels for our mat 
nequins because all our dresses, suits, at 
coats are on sale on the second floor. 

The third display is the idea of Winth: 
B. Frye, William Filene’s Sons Compat 
Boston, for Flag day. The setting gave a 
complete history of the national emblem, as 
well as showing medallions of the nation’s 
presidents and pictures of their birthplac 
(Flag day is June 14.) 
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Display Clinic Scheduled 
For Winona, Minn. 

A display clinic will be held in Winona, 
Minn., on May 19, sponsored by the Winona 
Chamber of Commerce and directed by the 
Minneapolis Display Guild and the St. Paul 
Display Club. The educational program will 
be under the supervision of FE. W. Samsel, 
Young-Quinlan Company, Minneapolis.  H. 
L. Hanson, Minneapolis Paper Company, is 
in charge of general arrangements. 

A well-planned handbook covering many 
phases of window and interior displays of 
interest to merchants, displaymen, and card 
writers will be available to those attending 
the clinic. The booklet is being edited by 
L. EK. Hier, L. E. Hier Display Equipment 
Company, assisted by local displaymen. 

S. J. Schile, president of the Minneapolis 
Guild and display manager for S & L Stores, 
will head the Minneapolis group. He 
act as toastmaster at the program luncheon 
Jerry Timm, president of the St. Paul club 
and in charge of display for Husch Brothers, 
will head the St. 
H. Choate & Co., 
local 
Bassingwaite, 


will 


Paul group. George Heer, 
Winona, is in 


arrangements, 


charge ot 
(george 


Harold 


assisted by 
Grant Burleigh, and 
Borreson. 

The 


forum 


clinic will be conducted as an open 


and retailers attending will have 
every opportunity to ask questions, in addi 
tion to the formal addresses and demonstra 
tions. Merchants in cities adjacent to 


Winona are invited. 


Hansen Produces 
New Tacker 

\ new tacker that 
tacks” is the A. L. 
Hansen Manufacturing Company, 5041 Ra 
This 


special design 


automatic one-hand 


“tacks announced by 


venswood avenue, Chicago. tacke 
but 
not the ordinary kind of tack. The new tack 
the the 


head 


drives tacks, those of 


pin, entire leg 
the 
streamlined, yet with great penetrating 
holding 

The tacker is so designed as to permit thi 
leg and head of the tack to pass through th: 
feat 
sidered impossible because of the tack head 


slender as a 


iS aS 


same diameter, and narrow 


power. 


same small opening, a heretofore con 
and leg being different in shape and dimen 
\n 
overcomes this difficulty. 

The fed the 
means of strips in which are 100 tacks each. 


sion. ingeniously devised tacker front 


tacks are into tacker by 
The gripping of one hand against the oper 
a trip-hammer impact 
fast as the 
5.000 to 


ating handle causes 


to drive tacks, one by 


hand 


one, as 


grips. Tacks are packed 


the box. The tacker weighs 1% pounds. 
The unit was invented and developed by 


\. L. Hansen, president of the company. 


Cleveland Club Holds 
Regular Meeting 

The March meeting of the Cleveland Dis 
play Club was held the evening of the 18th, 
Studios, Members 
vited to bring their cameras to photograph 


at Parade Inc. were in 
living models who helped demonstrate photo 
Those who attended also 


various 


studio technique. 
the 
for 


witnessed stages in making 


blowups display purposes. Several 


the club met 
the business meeting. 


members of for dinner before 
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It is characteristic 
of Rubberlite Mannequins to impart a 
feeling of ease and naturalness to every 
figure. They never distress the onlooker 


by contortions or unlikely action poses. 


DURABLE DISPLAYS, INC. 


2010-2018 S. Halsted St. 


AT EASE 





of the Culver line 


The 


quins embody the 


Manne 


latest improve 


Culver Rubberlite 


ments in both design and fittings 


They are cast in Genuine *Rub 


berlite, which eliminates the haz 


ard ot breakage. Write 


tor details 


*Rubberlite’ 


vulcanized 


NEW YORK 
4 West 37th St. 


LOS ANGELES 
742 South Hill St. 




















This COMMERCIAL ART 
Home-Study Course helps men 
get ahead 


practical material for 
who wants to improve his technique and handle 
These books take up thoroughly the best-paying types of commercial 


Here are 


PRINCIPLES : 
work, show 


brush up on 


five book 


what 
fundamentals 


s 


sells, 


the display craft 


a wider scope of 


giving sman 
work 
art 
you to 

teach 


They enable 
technique—they 


and how it is 
and special 


produced. 
points of 


you the essentials of doing representative drawing, fashion-figure draw 


Ing, 


tv pes. 


dis) 


all kinds of 


lettering, 
practical design—just the type of material you need to handle 
the most popular forms of advertising l 
lays, layouts, ete. 


rendering of commercial subjects of many 


and commercial llustr 


itions, 


McGraw-Hill Commercial Art Library 


These books save the reader's time with brief, punchy text 
instructions in 


essential 


that gives 


usable form. In addition many illustrations 


and examples give the artist visual instruction, inspiration, and models 


of many 
alphabets, and 
in many 
alone worth 
step-by-step 
need to 


the 


carry on 


5 VOLUMES 
1278 PAGES 
HUNDREDS 
OF 
ILLUSTRATIONS 
AND 
EXAMPLES 


Save $3.50 with Library offer 


Bought, singly, the books in this Library would 
cost $22.00. Under this offer you save $3.50 on 
this price and in addition have the privilege of 
paying in easy monthly installments while you 
use the books. See how this Library can help 
you. SEND NO MONEY. Just mail the coupon 
now, to receive the complete Library promptly, 
for 10 days’ examination subject to your accept- 
ance or return. 


types of 


work. 
scripts; 
book and printing designs; 
mediums; etc.—more than 1300 illustrations in all form a feature 
price of 
instructions, 
a 


ee Se Seeese sees eee sees eee eee eee ee eeeeeseeeses 





Old-fashioned, 
advertising 


standard, and modern letters, 
illustrations; posters; show-cards; 
fashion drawings; practice forms; renderings 


You get 
specialists- 
improvement plan 


the Library. 
written by 
definite 


this, plus complete, 
all the material you 
and make mc ! 


ON-APPROVAL EXAMINATION COUPON 


McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. 
me 


Send the McGraw-Hill Commercial Art Li 
brary, 5 volumes, for 10 days’ examination on ap- 
proval. In 10 days I will send $3.50, plus few 
cents postage, and $3.00 monthly till $18.50 is paid, 
or return books postpaid. (Postage paid on 
orders accompanied by remittance of first instal 
ment.) 
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ards In Brown And Black. 
Dius A Dash Of Color 


By L. E. SUMMERTON 


Kisber's, Jackson, Tenn. 


Phe show cards which accompany this — brown Phe shading ot the suit was en green for the leaves and flower pot. Brow 
brief article were made to illustrate a point tirely in light brown, with the heavier out was the color selected for the lettering, tl 
which the writer has long held true—that lines in a Van Dyke tone. The background — chair, and the packages. The figure’s dress 
ecards need not necessarily have vivid reds ior the sketch of the label was in light was in a light shade of blue. 
and blues and greens in order to be at brown, with lettering in Van Dyke. The Brown and green were the only colors 
stimulating \s a matter of | latter hue was used tor the remainder of used on the card headed “Spring Styk 


tractive and 
fact, a plain black and white card can be the lettering. The card stock was ina very orecasts’—brown for the lettering, fenc 


‘colortul” if given the proper treatment, and — light cream tint slacks, hat, and head, and green tor. th 


show cards with a predominating motif of In the card tor “Spring Suits,” brown was panel outline, tufts of grass around tl 
brown and black can have an attraction all the principal color, being used tor the suit, — pickets, the coat, and tie. 

their own. It might even be said that for the face, hair, and horizontal line across For the final card, “Hosiery with Le; 
sheer dignity and grace, it is hard to beat the bottom of the card. The lettering was \ppeal,” a stock of cream color was en 
the monotone cards when care is taken in in black. A third hue was introduced for ploved. The lettering was in Van Dyke 
their execution the tie, hankerchief, and shirt, these being brown and the three-toned border outlhn 
lar window cards are don in various shades of blue. The card back was in shades of green. 


Phese particu 
ground was cream colored \s mentioned above, the real attractive 


principally in brown and black, and several 
of them are given a dash of color to break Black lettering for the poster on “Youths’ ness of these cards from a color standpoint 
the monotony. It 1s interesting to compare Poppers” was surrounded by a narrow bot is impossible to discern from a black at 
the appearance of the finished cards, al der consisting of two brown lines. The fig white illustration. 
though of course the reader will have to ex ures were done in a rich shade of brown, However, their appearance was very « 
ercise his imagination a bit in examining the reheved with a spot of red tor the ties. fective and apparently proves that while t! 
plain black and white illustration Phe principal spot of color on the ecard — bright colors have a very definite place 
The first card, probably the best of the “Gifts for Mother's Dav" was, as might b show card writing, so do the browns at 


lot in actual appearance, was a= study in expected, the flowers—pink, picked out with — blacks 
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Cincinnati Display Studio 
Establishes New Plant 

Co-Operative Displays, Inc., 327 East 
Fighth street, Cincinnati, has opened a new 
plant which will be devoted exclusively to 
the design, fabrication, and distribution of a 
pre-colored display board of the containe1 
or box-board type. The new line will be 
known as “Stage-Craft” and will be. of 
fered to the general display trade. 

\ special merchandising program will be 
inaugurated, featuring fabricated displays 
for windows, store interiors and general use, 
which will be adaptable to department 
stores and all types of retail outlets. The 
firm will also distribute the material, in 
sheets, to jobbers and to display depart 
ments for fabrication. 

Co-Operative Displays, Inc., has, until re 
cently, devoted its entire production to wood 
and composition board displays for con 
ventions, expositions, itinerant displays, and 
the like. It will continue to maintain this 
type of business as usual in its present lo 
cation. Howard Williams, whose articles 
have appeared many times in DISPLAY 
WORLD, is president of the firm. 


Chicago Club Hears 
George Gaw 

The speaker of the evening at the April 
8 meeting of the Chicago Display Club was 
George D. Gaw, president, U. S. Paper Com- 
pany and director of the Direct Mail Ad 
vertising Institute of Chicago. Gaw = spoke 
on “The Effect of Color on Human Be 
havior,” giving a number of conclusions 
drawn from actual experiments conducted 
by his firm. 

\ group of the club members met at the 
Stag Bar of the Medinah Club for dinnet 
before the business meeting. 

A Chicago delegation, headed by Presi 
dent George Hermanson, will attend the 
annual banquet of the Northern Indiana 
Association of Display Men at South Ben] 
on April 29. 

The May meeting of the Chicago club will 
be held at the offices and plant of Durable 
Displays, Inec., 2010 South Halsted street, 
where E. J. “Jim” Berg will show” the 
members how rubber display properties and 
mannequins are designed and made. 


Joe McCann Addresses 
Boston Group : 

\t the March meeting of the Boston Dis 
play Club, held March 18 in the display 
studio of the New England Telephone & 
Telegraph Company, Joe McCann, S. Kann 
Sons Company, Washington, D. C.. and 
president of the International Association ot 
Display Men, was the principal speaker 
He gave a very interesting talk on the na 
tional association and the plans for the Jun 
convention in Detroit 

rhe Boston group is now making plans 
for the club's annual dance, which will b: 


held in May. 


Musical Comedy Sets | 
Designed By Lee 


fom Lee, Bonwit Teller, New York City, 
is hard at work after store hours these days, 


designing the sets and costumes for the new 
musical comedy, “Louisiana Purchase.” 
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I’ve trimmed lots of windows, but 
—for speed, convenience and portability, that Hansen 
Vest-Kit has everything else “topped.” Nothing like 
Take them to the job) That's what 1 it! | slip it into my vest pocket—hop into the window 
—-- ¢ 7 Hons t Tacker and ihe Hepe n with my Hansen Tacker—and I'm all set! 
Nallas Men and: Sten Mow Jor te Watch me "step on it!" Vest-Kit 
door or outdoor ta Ring Boy, howdy! in my vest fons vaet get staples 
in a jiffy. A ready supply as near as my vest pocket— 
and handy to draw on when more staples are needed. 
with that Hansen Vest-Kit, | finish my 
Say, bo, windows in jig time. | thought the 
Hansen Tacker was fast itself—but with the Vest-Kit, 
it's even faster! 


Order? Sure! | did. Why not you? 


A.L. HANSEN MFG. CO. 


5041 Ravenswood Avenue CHICAGO, ILL 














Your Garden Furniture Will Look Better 
on EATON GRASS MATS/ 


Give your garden displays a natural 
setting with the new close-cropped velvety 
Eaton Grass Mats. They add “comph” to 
any good display. 

Order some today from your local dis- 
play jobber. Prompt deliveries. 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 
(Formerly Hamburg Floral Mfg. Co., Inc.) 














WAND meses tor edeor Send for the AIR BRUSH 


tising cutouts ofr 


. - RABELS pote sete “In 1891 CATALOG 


se displays 
is economy to use the Stand Pat Easel, with we 


special lock feature which insures it against fall- made ; THE WOLD AIR BRUSH 


ing down and relieves the strain the ordinary the first 

easel encounters. The Stand Pat Easel will out one MANUFACTURING co. 
live your display card. Write for samples today. 2173 North California Ave. 
CHICAGO - - ILLINOIS 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 
ee ee 














Title Registered U. S. Patent Office 


(@Felaal oflal: J w baal 
MERCHANTS RECORD AND SHOW WINDOW 


Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 


Cincinnati, Oh 


H. C. MENEFEE, President 
NATHAN SILVERBLATT, § 
R. C. KASH, Editor 





OUR PLATFORM 


1. The Development of Window Display Adver- 
tising. ‘ 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 
6. Absolute 

Columns. 


Our = Editorial 


Independence of 


VOL. XXXVI No. 4 


This Question 
Of Budgets 
Several 


sent 


APRIL, 1940 


weeks ago DISPLAY WORLD 
a questionnaire to several hundred dis 
play managers, asking a number of questions 
as to thr 
their department, the trend in amount of ap 
their related 


method of establishing budgets fo 


propriation Tol store, and 
queries. 
\ number. of 


an analysis of the answers will be made 


received 


rephes have been 
and 
on this sub 


in the 


and included in a formal article 


ject to appear in the July issue. But 
broad 


meantime a few angles on the ques 


tion of display budgets may be mentioned 
here 

In the first place, the most striking thing 
noted about the replies is the lack of unt 
formity in the procedure followed in setting 
up a display appropriation. Stores of ap 


proximately the same annual volume, located 


and with no unusual 
them, 


divergent methods in determining how 


in comparable cities, 


factors to influence follow widely 


much 
shall be spent for display given 


“What the 


spent” is a 


Over a 


period management thinks 


should be common reply, and 


others are: “Based on an arbitrary percent 


age of annual sales;:” “Based on a 


percent 
age of the total advertising appropriation ;” 


“Wh { 


nual sales ;” 


cent ot an 


“We decide 


always figure ot 1 pet 


and—a lonely few 


on the job to be done by display during th 
vear and then set aside a sum sufficient. to 
do it.” 

\s these answers are studied it becomes 
very evident that more thought should b: 


given the subject of display budgets, by store 


management as well as the individual dis 


playman, and to the mutual profit of both 
The old arbitrary » of 1 per cent” formula 
which has pestered display tor vears shows 


deterioration. 


no signs of senile 
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mentioned with but 
few exceptions in the replies to the ques- 


\n encouraging trend, 


tionaire, is that of increased display appro 


varied types, loca 
and The statements 


on this phase of the budget seem in full ac 


priations for stores of 


tions, volumes. made 


cordance with surveys made by othe 
agencies, such as the National Retail Dry 
Goods Association, which show a-nation 


wide tendency among retail firms to increase 
their appropriations for display. 

Only these two angles of the budget ques 
mentioned and briefly, 


thought-provoking 


tion are here, ver) 


because of thei 
The 
length in the July 


simply 


nature. subject will be discussed at 


issue. 


DISPLAY WORLD 
Goes A. B. C. 
Several DISPLAY WORLD 
applied for membership in the Audit Bureau 
non-profit or 


months 


AZO, 
of Circulations, which is a 


ganization maintained to make regular 
publications’ circulation 
rtify the results 
interested. Very 


membership, 


audits of member 


and distribution, and to c¢ 


of such audits to those 
regulations 
B. ¢ 


step upward in the life of a 


stringent govern 


and “going A. is rightly regarded as 
an important 
publication because its circulation and coy 
investigated 


audit, the 


a particular field are 
critical 
results of which are made public. 
DISPLAY WORLD is happy to announces 
that the initial audit has been completed and 


erage ot 


WW al 


impartial, highly 


membership in the A. B. C. has been for 


mally granted to this publication 
“Going A. B.C." thus 


represents another 


milestone in the history of the only Amer 
ican publication devoted exclusively to dis 
play Kor nearly twenty vears DISPLAY 
WORLD has taken an active lead in the 


profession and. the 
During that timc 
friends, has 


interests of the display 


industries which serve it. 
made assisted in 


it has many 


many progressive display movements, has 


initiated a number of constructive innova 
tions. It pledge to 
the field faithfully, to participate enthusias 
all efforts 
advertising 


now renews its serve 


tically in for the advancement of 
and selling me 
to work constantly for the 


display as an 
200d 


dium, and 


ot those engaged in this field. 


Increased Use Of Flowers 
Becomes Very Noticeable 


Not so many years ago, when display had 


not reached its present state of sophistica 
interior setting was com 
a profusion of floral 
the better. Then, with the 


“simple” display and the increased 


tion, no window o1 
plete without decora 
tives—the more 


adve nt ot 


importance of lighting, dramatic back 
grounds, color harmony, and the © like, 
flowers and plants as a display material took 


t 
But gradually, during the past few vears, 


back-sez 


an unwilling 


floral decoratives have been staging a come 
back. The 1940 probably 


witnessed more artificial flowers and plants 


spring season of 


used in display than had been seen along the 


shopping thoroughfares of the nation in 


many a moon—not only in the windows, but 


used lavishly in the interiors as well. 
The increased use of these gay decoratives 
Perhaps 


seems a definite trend in display. 
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the reason is a psychological one, in add 
tion to the fact that there 
nature a law that fills our lives with a r 
curring series of cycles; perhaps it is huma 


seems to be 






















nature to turn to bright, cheerful decoratio: \ 
to help us forget that the Four Horsem« = 
continue to ravage the world. ; 
Silvestri Sells Business; a 
Moves To West Coast 7 
Ned Silvestri, long known to the displ. ; 
field as owner and operator of The Silvest 
\rt Manufacturing Company, 1222 Madis ‘ 
avenue, Chicago, has sold the business a 
(george Silvestri and Bernard Gorman, wl ‘a 
will continue the firm under its present \ 
name and location. Both have been with tl ( 
company for some time and are well know: FE 
among displavmen. Ned Silvestri has leit R 
for the West Coast, where he will make his A 
home. He will represent the firm in tl “ 
West in a sales and advisory capacity. 
al 







Syracuse Concern Wins 

Philco Display Contest 
First 

among Philco distributors to select the most 






prize in the nation-wide contest 






effective display promoting the recent fou 











page color pull-out in Collier’s on Philco r 2 
frigerators has been awarded to the Broom me 
Distributing Company, Inc., Syracuse, N. Y » 
Honorable mention was accorded four othe: ‘ 
entries: Columbian Electrical Company, li 
Kansas City; Strevell-Patterson Hardwar 2 

O 





Company, Salt Lake City; Southwest Radi 
& Equipment Company, Oklahoma City, ai 


Philco Distributors, 





Inc., Chicago. 







Warren Music Store Wins 
$100 First Prize ye 


First prize of $100 has been awarded to 
Clyde M. Tschantz, Warren Music 
Warren, Ohio, in the recent display 
Amsco Music Publishing Com ~ 





Store, 
contest 
sponsored by 
pany, New York City. 
went to Braman Music Company, Superior, 
Wis.; third place and $50 to Corley Com 
pany, Richmond, fourth prize ot $40 t 
York Studios, Reading, Pa., and fifth pla 
and $25 to Weeks & 
New York. 


Second prize ot $75 


Dickinson, Binghamton 


Display To Be Featured 
In "Court Of Cities" 

One of the innovations of the 
World’s Fair 1940 will be the 
of a Court of Cities, in which leading stores 
of the 
displays. 


New Yorl 
establishment 
communities represented will hav 
\ trvlon 


sphere 10 feet in diameter will contain tl 


30 feet high and a pert 


displays for each firm. Twenty-four views 
of each city will be shown by “Displaymot 
machines allotted to the perispheres 


Display Guild Formed 
In Philadelphia 


The newly formed 
Guild held its” first meeting recently 
\dvanced Displays, 1020) Arch 
The following were elected to office: Irvi .¥ 
Paul secretal! be 
and treasurer; Henry Goldberg and Herm: ch 
The presen H 


members are free-lance displaymen 


Philadelphia Displa 


Enc: street 


Strauss, chairman; Borish, 


Snyder, investigation board. 
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New Company To Engage In 
Reflector Lamp Field 

The formation of the Beamlite Electric 
(Corporation, with principal offices at 366 
Madison avenue, New York City, has been 
announced. The firm succeeds to the busi- 
ness of B. E. Sales Corporation, one-time 
operators of Birdseye Electric Company, 
and will produce and distribute a complete 
line of reflector and general lighting service 
incandescent lamps under the name of 
“Beamlite.” 

Principals, also serving as officers of the 
company, are Max and Theodore Serota, 
who are perhaps best known through their 
connection with Serota Sign Corporation, 
New York City, and Broadway Maintenance 
Corporation, Long Island City. W. R. 
Freeman is general manager, while C. Roy 
Rook is with the firm in an engineering 
capacity. soth the latter were formerly 
with Birdseye. 

The company will operate a branch office 
at 600 South Michigan boulevard, Chicago. 


Contest Results 
Announced 

First prize, consisting of $50, has been 
awarded to Anderson Dulin Varnell Com- 
pany, Knoxsville, Tenn., in the window dis- 
play contest conducted by I. Ginsberg & 
Brothers, Ine., for the firm’s Queen Make 
line. F. V. Hernandez, Popular Dry Goods 
Company, El Paso, Texas, won second prize 
of $25. 


Seymour Wassyng With 
Alfa Displays 

Seymour Wassyng, for more than six 
years with Saks-Fifth Avenue, New York 
City, has joined the designing department 
of Alfa Displays, Inc., 95 Madison avenue, 
of the same city. 


—Above is “our hero" in Palm Beach apparel 
being presented with a lei by the Hawaiian 
charmer in the background, while ‘Horace 
Horseblanket'’ comes out a poor second. (Story 
and photographs elsewhere in this issue.) — 
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installing Roy 


Send today for 84-page catalog 


atm i revenue ROYAL METAL MFG. COMPANY 
158 N. Michigan Ave., Dept. A, CHICAGO 
because Royalchrome glorifies any shop interior New York - - Los Angeles - - Toronto 


‘ . gives it unusual character and interest that 

appeals to women of taste Choose chrome cau 

tiously! Cheap chrome rarely inclu hot cyani 

copper plating and hand-polishing d in Roy i 

chrome, which makes it rust-rests insures low 

maintenance cost preserves spark and lustre % inal Conan] aati: That 13 


tor vears, 








File Your Copies with this 


BINDER 


A Click and Magazines are Bound 


Lae OUR many sands of ribers wi 
In inexpensive way tT Dinding ana 
f DISPEAY WORLD we offer the nev 


PERMO BINDER to fill this very def } 
is simple to use. No pegged or mnenving of magazines 


necessary. A click and the magazine in. Nd witt 
+} be 


Send check for $1.50 for each binder desired, $1.75 foreign. 


DISPLAY WORLD - - Cincinnati, Ohio 


Our Leading Salesman HAGA Neuer 
| = Madea Call... But 


he accounts for most of our business! His name? 
MELOY REPUTATION .... constant effort to improve 

. well pleased customers . . . giving a little more 
than is asked for. 


ePHOTOGRAPHIC eBLOWUPS 
e TRANSPARENCIES eMURALS 


BLACK AND WHITE, SEPIA, HAND-COLORS 
MAIL YOUR ORDER OR INQUIRY TODAY 


MELOY BROS., INC. SHELBYVILLE 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS === 








j yr Pays oa pA 
i 
‘ | . 








—This window and counte 
display for Oneida's Tudo 
Plate has a wooden base 
finished in blue lacquer. The 
upright, illuminated tube is 
of frosted Lumarith with re- 
verse silk-screening in blue. 
Designed and made by Kay 
Displays, Inc., New York 
City— 


—The hunt scene used in the 

new Hiram Walker Meadow 

Brook window display is a 

reproduction of an authentic 
old Engl'sh print— 


—A miniature perfume bar 
is displayed through Vuepak 
in this counter display, with 
full protection from soiling 
or pilferage. Made for Par- 
fum L'Orle, Inc., New York 
City, by the Woodcraft Cor- 
poration of the same city— 


—The atmosphere created 
by the Eaton paper unit is 
definitely one of distinction. 
Clever die-cutting adds to 
the effect by creating an 
impression of detailed wood- 
carving. Created and litho- 
graphed by The Forbes Lith- 
ograph Company, Boston— 


—A blonde Diana appears 
in the latest Chesterfield 
window displays, car cards, 
and outdoor posters. The 
tie-in is with the Great 
Eastern Skeet championship 
matches scheduled for June— 


—A rhythmic flow of colors, 
obtainable through the use 
of Polaroid, is the outstand- 
ing feature of the TWA dis- 
play. The motion effect is 
impossible to describe but 
its stopping power was very 
noticeable to TWA officials. 
Made by Ford Burchell, New 
York City— 


—A most attractive  set- 
piece consisting of cut-out 
hands holding a pair of lips 
is the attraction in the dis- 
play for Revlon nail polish 
and lipstick. By Copeland 
Displays, Inc., New York 
City— 
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How to give 
NEW LIFE, MOVEMENT 
COLOR 
to your displays 












wih CABINET SELECTROSLIDE 


Illustrate the theme of your displays 
with natural color 35 mm. film. The 
Selectroslide projects 48 film slides 
automatically, without attention. A 
display element that’s really a crowd- 
stopper. 


Write today for descriptive catalogue. 


SPINDLER AND SAUPPE, INC. 


86 Third Street 












San Francisco 








Please send me, without cost or obligation, 
your SELECTROSLIDE booklet. 


Name 
Address 

















EARN 
MORE 
MONEY 


STUDY 


WINDOW DISPLAY 
ADVERTISING & 
CARD WRITING 
BY CORRESPONDENCE 
Easy Monthly Terms 


THE KOESTER SCHOOL 


300 W. ADAMS ST., CHICAGO 














NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 


re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


58 W. Washington Blvd. Oak Park, Ill. 














@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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$750 in Prize Money 
For Contest Winners 

A first prize of $200 is being offered the 
displayman who wins the window display 
contest being sponsored by American Vis- 
Simplicity Pattern 
Madison New 
buyers tor the winning 
$100 going to the 
store places first. Second 
prize for displaymen is $100, third $50, 
fourth $30, with twelve additional awards of 
$10 each. The window must be on view be- 
fore June 15, the date the contest 
An allowance of $2 will be made for 8-by- 
10-inch glossy photographs. 


cose Corporation and 
Company, Inc., 200 
York City. Fabric 
stores will also profit, 
individual whose 


avenue, 


closes 


from the 
at the ad 


details are available 
Simplicity Pattern Company, Inc., 
dress given above. 


Complete 


Wide Acceptance Reported 
For Chenille Papers 
Although on the 
time, the new decorative 
“Chenille” 
a ready acceptance by 


market for only a short 
material 
papers has been given 
displaymen, 
reports. The 


display 
known as 
according 
secret of 
applica- 
produced in 


to a number of 
Chenille is a process of silk rayon 
tion to wide varieties of paper, 
continuous roll form. The effect resembles 
embroidery or petit-point, since the soft 
tufts of rayon stand above the surface of the 
paper. The material is being used for back- 


ground settings, columns, and the like. 


N. |. A. D. M. Banquet 
Is Postponed 


The officers ot the Northern Indiana 
Association of Display Men have decided to 
postpone the annual banquet to the night of 
April 29. April 15 


at South Bend, it was learned that the meet 


Originally scheduled for 


ing would coincide with two other big events 
set for the Frank Bingham, 
South 


arrangements and 


same evening. 
Brothers, 
general 


Robertson Bend, is in 
charge of 
that this 
better than ever. One 


five attended the 


Says 
vear’s event will be ~eee and 
hundred and_ sixty 


banquet in 1939, | 


Ganter Heads Display Department 
For Gimbel's, Pittsburgh 


Formerly in charge of display tor Boggs 
Pittsburgh, 


ter has joined Gimbel Brothers, of the 


& Buhl Company, Herman Gan 


same 
Frank Woderak, 
Gimbel display de 
becomes first assistant. 


city, as display manager. 
who had been with the 
partnient, 


Starts Display Studio 
In Wilmington 

The Display Arts 
ated by 
street, 


Studio is being oper 

Bernie 1D. Sidoroff at 809 Orange 
Wilmington, Del. He was formerly 
display manager for Arthur’s Apparel Shop, 
Wilmington. 


New Type of 
Decorative Cord 

Freydberg Bros., Inc., Stamford, Conn., 
announces a new type of decorative cord, to 


name ot “Cotacord,” 
with a plastic material 
not chip or peel off. It is avail- 
able in a variety of colors 


be marketed under the 
which is 
which can 


coated 
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HURRY / 


YOU'RE MISSING 
SOMETHING 


A PREVIEW OF DISPLAYS 
IN METAL, PAPIER-MACHE 
& COMPOSITION FOR 1940 


NEW CATALOG 160 























































































































WRITE YOUR NEAREST 
DISTRIBUTOR 


NEW YORK CITY CLEVELAND 
W 


Nat Siegel, 39 Superior Tex. Disp 






















37th St Co., 2132 E. 9th St 
Frank D. Maxwell’ B. B. Levy Fix. Co 
Corp., 240 W. 40th 1351 W. 6th St. 
BUFFALO DETROIT 
Bison Display Fix Art Products Mfg 








ture Co., 86 W Co., 
Huron St 


Third Floor. 
Lafayette Bldg 

























ROCHESTER INDIANAPOLIS 
Ad Art Disp. Prod., “ational Decorators 
107 N. W: iter St a p ny oe oO ‘i Ala) 
oO eridian St 
CHICAGO BOSTON 
Cameron & Co., 2 Maw 


England Dex 
orators Sup., 262 

































































j ® Devonshire St 
( 66 W. Adan NASHVILLE 
ST. LOUIS John W. Baugh, 521 
Garrison-Wagner Maxwell House 
Co., 1627 Locust Hotel 
Ely & Walker Dry NEW een 
(;oods Co 1520 Isidore evy. 
Washington Ave God =... Bidg 
Belle Hick Fix OMAHA 
Co., 1128 Washing Oltman’s, 1415-17 
ton Ave Douglas St 
KANSAS CITY | ST. PAUL 
Harvey J]. Maxwe G. Sommers & Co 
913 Main St 6th & Wacouta St 
PITTSBURGH, PA. _.LOS ANGELES 
Art R Cohen, Gsrossman & Silvers, 
Penn Awe Ine. 9 — Los 
Cree rnr), san vRancsce 
egall & Sons, 9 ( Barrango & ¢ 
Arch St Mashet St ' 
CINCINNATI SEATTLE 
Reinermann Fixture Champion Display 
Co., 343 W. 4th St. Studios, 1417 4th 
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Think this over... 








Comparing two displaymen in a conversa- 
tion recently, I discovered how far apart 
their records were by contrast. Displayman 
‘A” had neat, clean and attractive displays 
with a selling punch. His display depart 
ment was orderly and all merchandise was 
packed in boxes and stored away, marked 
plainly by number, with a list on file for 
ready reference. His interior displays were 
neat, and well-lettered signs on every item 
made a very attractive sight to the incoming 
customer. Hle was operating his department 
on a budget and seemed to he spending his 
money wisel) 

Displayvman “B” graduated from the same 
display school as “A” and had the same 
opportunity, but his windows were spotty, 
merchandise carelessly displayed, and many 
items lacked price cards. His display de 
partment was almost literally a wreck and 
you had to have a master mind to find any 
thing. Nothing was packed away and dust 
was the order of the day. His interior dis- 
plays were few and far between, with many 
items lacking price cards. He, too, was 
operating his department on a_ budget. 

What made “A” go so far ahead of “B” 
in practically the same job? Displayman 
“B” was really far better than “A” as far 
as ideas were concerned, but he lacks the 
power to teach what he knows. Displayman 
‘A” really knows less but he learned the 
knack of spreading his knowledge into the 
minds of others to develop and grow. Moral: 
you must impart your thoughts and ideas to 


others to be a real display exccutive. 


The new Detroit convention stationery, 
with all the names of the committees down 
the left side, looks like a still-life in fast 
motion, if you can imagine such a_ thing 
The names from. start to finish seem to 
be moving forward, aiming to give ever) 
displayman a great convention—not only for 
himself, but also for his wife. Detroit neve1 
forgets to do a complete job and this year 
the wives of displaymen will not be a con 
vention prop, but will have a well-planned 
program under the able leadership of Mrs 
Frank FE. Whitelam. Mrs. Whitelam invites 
vou to come to Detroit (in case any wives 
read this) and promises you a wondertul 
time. Knowing Mrs. Whitelam, my advice 
to the wives is, don't miss the Detroit con 


vention. 


George Hermanson has for years been a 
loyal member of the Chicago Display Club. 
His record of being in one job stands out on 
the skyline of experience like the skyscrap 
ers along the lake front—over twenty-five 
years of serving the Republic Building 
Stores, through good times and bad, with 


energy and enthusiasm seldom generated in 
any one individual. It is no wonder that 
the members of the Chicago club, when 
seeking a leader this year, shouted in unison, 
“Let George Do It!’ Without the beat ot 
drums, George Hermanson’s modest nature 





By FRANK G. BINGHA as 


has won him a great host of friends and 
in the few months he has held the presi- 
dency of the club he has acquired a Ghandi 
following without offering free goat’s milk 
at the regular Tuesday luncheon in the Re- 
public building. His table tennis and bowl- 
ing ability, like his work in display, is of 
high professional calibre. George’s philos- 
ophy of life can be summed up in the words, 
“Keep your face always toward the = sun- 
shine and the shadows will fall behind you.” 


It is a pleasure to bring to our “column 
mike” this month a man who has done a 
great job in) simplifying the methods of 
operating the I. A. D. M. headquarters. John 
King, executive secretary, who is devoting 
only part time to this task, has made every 
effort to eliminate costs and red tape. 

Us: “What happens (besides surprise) 
when a member sends in his dues ?” 

King: “For every dues payment received 
there is a numbered stub in the membership 
card book which will correspond with the 
one on the bank deposit slip. We issue no 
membership cards without payment of dues 
and this can be proved by checking over 
our bank deposit slips.” 

“How much help do you have, full-time ?” 

“Most all clerical work is done on a part- 
time method. We have been developing this 
method until the I. A. D. M. office has now 
a staff of two stenographers and a_book- 
keeper available at almost any time.” 

“The savings must be great. Frequently, 
in the past, two full-time girls were on the 
payroll.” 

“This method has proved very economical 
I’very dollar we save here can be spent to 
help benefit our members.” 

“I’m glad to hear that, because at times 
the members have taken a back seat. What 
about answering letters? Can this be done 
satisfactorily on part time?” 

“When a letter is received from any of 
our members or from anyone else it is never 
filed until the answer has been written and 
a copy of the reply is attached to the orig- 
inal—so it must be answered. Part-time 
work hasn't delayed our answers.” 

“Checks are the cause of lots of grief. 
How are they handled?” 

“No checks are accepted if written out 
in my name. They must be addressed to 
the International Asseciation of Display 
Men. All outgoing checks must be signed 
by Joe McCann, our president, and Dick 
Staines, our treasurer. Most expenditures 
for help are paid out of petty cash and an 
invoice for that amount, signed by the party 
receiving the payment, is filed to back up the 
expenditure.” 

“Is the convention fund put into the gen- 
eral fund at the bank ?” 

“No; convention funds are in a separate 
account in the same bank.” 

“Do you count unpaid dues as an asset?” 

“We have no imaginary assets. We only 
count dues as an asset when paid by cash or 
check at this office.” 
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“Your bank balance at the bank tells t! 
story.” 

“Yes, by our statement direct from t¢ 
bank we know where we stand at a: 
time.” 

“IT believe every member is in hearty 
cord with your economy program, which 
something we had to have sconer or lat 
No association or individual can spend 
way out of debt and you and MeCani 
being near a lot of it—discovered this 
the benefit of the I. A. D. M.” 

I'm not so good (a displayman) as I oug 
to be; 

I'm not so good as I want to be— 

But, thank God, I'm better than I used to 


Color Is Called On 


For ‘Frisco Fair 

Color, warm and exotic, comes into its 
own at the Golden Gate International Ex 
position which opens on Treasure Island 
San Francisco bay May 235. 

Every hue of the spectrum, from the da 
zling reds and yellows to calm greens and 
blues, has been called on to play a part 
the gay kaleidoscope. 

“Day and night, Treasure Island will pre 
sent a completely new picture,” according to 
Jesse Stanton, color architect. “The color 
of the exposition this year will be set at a 
far higher key. It will be something to talk 
about, something to long remember.” 

Black light is to be used extensively. Bx 
neath the surface of the pools are powertul 
beams that transform the tumbling cascades 
into rivers of fire or incandescent fountains 
ot rainbow hues. This season, color. will 
step out of its background role and take an 
active part in the parade of beauty. 

The Tower of the Sun is being encased 
in glittering ivory, the surface encrusted 
with metallic substances that catch every 
gleam of sunlight and the fluorescent floods 
at night. 

The elephant towers will present a stat 
tling contrast, resplendent in apricot and 
orange red, lemon-green, silver, and gold 

In the Court of Reflections there will be 
shades of coral with the pools decorated in 
midnight blue. Red and yellow flowers will 
be used to complete the range of hues. The 
colors in the Court of the Seven Seas will b: 
yellow and bright blue green while pink will 
be the central motif of the Court of Flowers. 

Walls of the exhibit palaces will be 
painted a light lemon yellow or Spanish 
white and every statue and mural is to be 
high-lighted with color so that it will stand 
out against its background of building o1 
shrubbery. 

The Gayway is to receive a new and spe 
cial treatment to provide a canopy of lights 
of many hues instead of the direct whit 
lighting of last vear. One of the main en 
trances into the fun zone will be from thi 
parking area through a new, giant gatewa 
decorated in glowing neon and_ fluorescent 
lights. 





Change Of Location 
For Adler Brothers 

Adler Brothers, manufacturer of displa 
material, has moved from 54 Bleecker str 
New York City, to larger quarters at 34 
East 11th street. 
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DISPLAY STUDIO PROBLEMS 
XX. A SIMPLE JOB-CHECK SYSTEM 
[Continued from page 26] 
LABOR 


8 hrs. @ .55 $4.40 
8 hrs. @ .70 5.60 
8 hrs. @ .70 5.60 
RAc.. ete. 

As mentioned above, we are very strict 


about requiring the time card to be filled in 
on every job. We do not pay any hours 
that are not shown on the time card, and 
we pay none without a job number opposite 
them. Another requirement is that the fore- 
man must sign every time card. A rather 
amusing incident occurred a few months ago 
when we hired an extra man in the paint 
lepartment. He was impressed with the 
necessity for listing every item of materials 
and labor, and when he turned in his first 
time card it carried notations 
like the following: “Forty brushfuls of red 


something 


paint; sixty brushfuls of white paint; thirty- 
five brushtfuls of blue paint” and so on. 

It should be added that filling in the time 
card takes only a moment and the men real 
ize its value. This card is also used as a 
basis trom which to make entries in_ the 
daily time book. 

The illustration shows the appearance of 
the work sheet at the finish of the job. In 
addition to the entries made when the job 
first came in, as described above, the dates 
when work started and was completed are 
shown; the names of those who worked on 
the job and the time each spent on it, and 


the installation cost. The lower right hand 
corner of the work sheet shows total time 
cost, total material cost, total sales cost, 
fixed charges, packing and shipping, and, 
finally, the total cost of the entire job. Most 
of the data for these figures are taken from 
the notations concerning time and materials 
as listed on the back of the work sheet 
from day to day. 

This system is really very simple to in- 
stall, and it has many merits, as discussed 
Perhaps the best thing about it is 
it works. 


above. 


Howard Kelly Wins 
Mojud Contest 

First prize of $50 in the “Man About 
Town” display contest sponsored by Mock, 
Judson, Voehringer Company has _ been 
awarded to Howard Kelly, Atlas Fashion, 
Portsmouth, Ohio. Second prize of $25 went 
to Johnson's, Lebanon, Mo. Third award 
of $15 was won by Walter T. Dwyer, Shart- 
enberg’s, New Haven, Conn., and 
Hurlburt, Norman  Cassiday, Ine., Des 
Moines, won fourth place and $10. 

Five dollars each went to Morrel’s, Val- 
lejo, Calif.; The Muhfelder Company, Inc., 
Troy, N. Y.; De Young Specialty Shop, 
Phoenix; B. Nance Dry Goods Company, 
Denver; Buster Brown Shoe Store, Astoria, 


Oregon. 


Bonnie 


Shadow Box Displays 
For Accessory Arcade 

Kve-level shadow boxes will be used for 
lisplay of accessories in the Accessory Ar- 
cade of the Fashion building, New York 
Vorld’s Fair 1940. The Arcade walls will 
e done in a quilted, iridescent material re- 
embling leather. 


CISPLAVY WoRLtd 


Bonwit Teller Presents 
"Pink Lemonade" 

No barker or ballyhoo is required to bring 
attention to Teller’s new circus 
color, “Pink Lemonade.” It’s a frosty cool 
pink — that attention 
whether the circus came to town or not. It 


Bonwit 


would get marked 
was destined for town and country fashion 
prominence from the moment Bonwit Teller 
and Revlon conceived the idea of keeping 
smart people in the “pink” this season by 
presenting them with the new shade. In the 
Fifth 


avenue windows, “Pink Lemonade” 
straws will spring up like grass at the feet 
of mannequins with heads of the same 
straws. 
Sensational Sales Claimed 
Lal . 
For "Paper Depot" Display 
Tested Papers of America, Inc., a new 
“composite” paper organization, recently 


made its bow to the public, at the same time 
fixture for the 
Called the “pape 
depot,” the fixture is made of wire and has 


introducing a new display 


sale of household papers 


compartments for each of the products in the 
line. The reports that 
the depot without other promotional mate 


company using 


rial has increased paper sales for a drug 
store by as much as 1,300 per cent, for a de 

store 1,100) pet 
neighborhood store 107 per cent 


partment cent, and tor a 
Che pape 
depot 1S to be leased to retailers through 


distributors 


Bigelow Releases 
Display Material 

lo tie in with the eighteenth 
trend, the Bigelow-Santord Carpet Com 
pany, Inc., 140 Madison avenue, New York 


City, has issued an effective portfolio of dis 


century 


play ideas based on styles of that period. 
Each display illustrated is backed up with 
complete instructions for materials used and 
method of Window 


setups, and spot 


installation displays, 


interesting departmental 


units are shown. 


Flexible Mirror Material 
Introduced To Field 


Called “The mirror that bends,” a new 
flexible mirror material has recently been 
introduced to the display field by Miroflex 
Products, 1170 Broadway, New York City 
Designed for use on curved surfaces such 
as pillars, columns, coves, and niches, the 
material comes in clear, blue, gold, pink, 
green, and combination colors. Descriptive 
literature can be obtained from the address 
given above. 


Changeable Display Sign 


Is Introduced 
An effective and compact changeable let 


ter sign for windows, counters, or ledges 
has been placed on the market by Court- 
crait, 225 Fifth avenue, New York City. 


The unit is 15 inches long and 3 inches in 
height. Letters are on solid plastic blocks 
measuring 114 by 1 by % inches. They are 
done in a rich cream color on a dark brown 
background. Literature is available on re- 
quest. 


ABCDEFGHIIK 
ABCDEFGHIJK 
ABCDEFG 


HECOEFG 


ahcdef 
IFBCDE 


ABCDE 
ABCD 


ABC 
hl 


itil 


Write Today to 
MITTEN’S DISPLAY LETTERS 
REDLANDS, CALIFORNIA 
New York Distributors 


BRANSBY @ HEWITT 


1600 BROADWAY NEW YORK CITY 








FLUORESCENT PAINT 


TODAY’S NEW DISPLAY HIT! 








MAGICAL! 
MYSTIFYING! 
DIFFERENT! 


baa ir if 
' wie wi 


scenes, designs with 
Flame-Glo Fluorescent Paint. Place them in a 
dark window, room or enclosure. Then expose 
them to invisible “black light’ (ultra-violet rays) 
and brilliant, glowing colors spring to life. 
A proven “crowd-puller.” Limitless possibili- 
Flame-Glo is priced to fit your budget. 
-wood, metal, cement, 
Easy to brush or 
harmless to health. 


Simply coat objects, 


ties. 
For any interior surface 
cardboard, 
spray: dries in one hour; 


fabrics, etc. 


NOTE. We now supply effective, economical 
U. V. Black Light lamps to use with Flame-Glo. 
Write for new literature on Flame-Glo and U. V. 
lamps. When in New York, see our dramatic 


demonstration room. 


FLAME-GLO COMPANY, INC. 


WILLOW AVE. at 135th ST. NEW YORK CITY 


| automobile 





‘aay eae. Thaagh rn promo is wee for his ability 
ion mechanisms, 


PLEXOACT. int nove he same pute hey 
con: take punishment Try them on your next display 


Cater MSCS Biases oad 
MERKLE-KORFF GEAR CO. 


211 NORTH MORGAN STREET CHICAGO, ILL. 





e@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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Study In Contrast 


In 1980 
in which the 


a displayman will install a win- 
1940 will appear 
the cur- 
laugh at 
and the 
as just 


dow styles of 
those of 
spectators will 
at the beach wear, 
today consider 
their respective 


in ludicrous contrast to 


rent season—and 
the “long torso,” 
which we 
about the ne plus ultra in 
lines. 

remains 
appealing 


styles of a 


may be, the fact 
something 
the 

ago are placed 
Such displays are 
humorous to the and 

tremendous stopping power. They 
adaptable to illustrate the 
ress made by manufacturers of certain prod- 
refrigerators, 


However that 
that there 1s 
about a 


always 
window in which 
two alongside 
decid- 
they 


are 


generation or 
the latest modes. 
edly 


have 


passersby, 


especially prog- 


ucts such as ranges, radios, 


tires, cars, and so on. 


It was for 


Locks, 
States 


used a 


that Phyllis 
the United 
York City, 


Two are 


this latter 
who directs display for 
Company, New 

windows. 


purpose 


Rubber 


recent series of 


pictured on this page. 


Simp 
ployed. 
the 
board | 
big ge 
play 
ress” 
on the 
“Then 


venture. 


had a 
our 
knew. 
sisting 





beach 
ars of wood protruded into the 


from each 
formed by 


eyes 


were em- 
added to 
rough 
Two 


le curtain backgrounds 
More dramatization 

building up a 

at the left. 


was 
scene by 
yooth tor “Red Hots” 
dis- 
with the word “Prog- 
appliqued cut-out letters 
one at the right. The card copy read: 
Fun at the beach was a daring ad- 

No woman would even admit she 


Now— 


never 


side, 


much less show it. 
opened to a world we 
pride in as- 


the U. 


figure, 
are 
Gs 48. 
this 


takes pardonable 


emancipation with 
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A good 
display 
insures 


sales 
and 


A good 


display 
material 
insures 
a good 
display 


for SPRING 
and SUMMER 


designate — 
“Glossiroll” 


EXCELSIOR 
PAPER SPECIALTIES 
CO., INC. 

Dept. D. 


640 W. 57th Street, 
New York, N. Y. 
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Howland cap, the U. S. Strollers, and the 
U. S. bathing suits.” The mannequin at the 
right of course wore the articles mentioned. 

Much the same idea was followed for the 
illustrated. The 


other display automobile 


was a Locomobile, vintage 1901, and the 
figures were correctly garbed for that pe- 
riod. The card copy read: “Then—Get a 
horse!’ was the current joke and changing 


a tire was an expected, if dreaded, routine.” 


The rest of the copy told of the advances 
contributed by U. S. Rubber in the auto- 
motive field. 
London Displays 
Show Pick-up 

Our London correspondent reports: “The 


spring displays in London show a very great 


improvement over those of last autumn 
There is much more confidence about and 
some of the large firms, particularly J. 
Lyons & Co., Ltd., which had erected hoard 


ings to protect their glass from bombs, have 
now removed them and it is refreshing to see 
bright, attractive displays there once again. 
Most windows in London are making 
of plaster and papier mache models and re- 


use 
lief work this spring. As I mentioned in a 
previous letter, novelty materials can not be 
imported and so much more expression can 
be obtained by means of relief modeling. 
“Harrods based their backgrounds on old 
china. D. H. Co. Ltd. 
use iriezes of spring leaves modeled to an 
attractive pattern, while all kinds of figures 


Dresden Evans & 


and models are making their appearance in 
the windows. \ [ 
started to 
camouflage design, 
thing topical.” 


have 
floors of 


number of stores 


use backgrounds and 


thus tying up with some 


Display Suggestion Services 
Receiving Warm Welcome 
WoL 


eaard & Associates, 


Stensgaard, president, W. L. Stens 
346 North Justine 
that an enthusias 
tic reception is being given the Display Sug- 
his 


[ine ; 


avenue, Chicago, reports 


gestion Services produced by company 


for a number of leading national advertisers 


The services show suggested display set 
tings, explained in detail, and are so 
planned that they can be used as complete 


displays or to blend with related promotions 


\mong the services, furnished in pamphlet 
form, produced recently are those for the 
Kirsch Company, Sturgis, Mich.; Hickok, 
Inc.; Cluett, Peabody & Co., Inc.; Palm 
Beach shop decorations, and commercial 
murals under the name of “Comura” featur- 
ing a new and appealing motit—a_ typical 
\merican family 
Brown Durrell Extends 
Contest Closing Date 

The closing date of the Brown Durrell 
window display contest has been extended 
from March 31 to May 31. Prize winners 


will be announced and awards made during 
July. Full details can be from the 
firm at 200 Madison avenue, New York City 


secured 


Victor Adams With 
Charleston Firm 

Formerly with Morris B. 
Chicago, Victor 


Sachs Company, 
\dams has joined the firm 
& May, Charleston, W. Va. 


of Schwabe 
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Get that GH AGar 








in your windows! 


It’s 
Just 
in present light 
No need to make a single alteration! 


Don’t just light—glamour-light your windows! 
quick, easy and inexpensive with Birdseyes. 
screw these self-reflecting lamps 
sockets. 


Inside-silvered (not outside), Birdseyes are made to 
deliver every bit of their powerful punch of light 
right where they’re aimed—on the goods you sell! 
A simple touch of their swivel sockets aims them 
anywhere—and holds them there. 


Birdseyes save you money, too. Just replace ordi 
nary high-wattage lamps with lower-wattage, more 
efficient Birdseyes. They'll give you the same 
amount of light—and cut sidewalk spillage, ceiling 


loss, as well! 


a 


Investigate! Write Birdseye’ Electric '» <2 
Corp., 335 Carroll Street, Brooklyn, N. Y. t) 
Canadian Agents: Ideal Electric, Inc., CS 
Montreal. a 





© 1940, Birdseye Electric Corp 
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LAMPS 





FLOOD 


SPOT 


TUBULAR 


SWIVEL 
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SpeedWeay Turntables 
(15 types D.C., A.C.) 
Above No. 275, 150 
lb. capacity. Left No. 
269DF (D.C.) Turn- 
table, 50 lb. capacity. 


dWa Revolving Elec- 
x eppee tric Turntables 
e. They keep pack 

va the eye 

moving—catch : 

products of hurry. Use the vital 
your displays- 
ture describing 
solenoids, ‘ 
rincipal cities. 










outwit sales resistanc 


ages and . 
and hold it in spite ‘ 
of movement in 
for free litera 
as motors, 


Agents in all p 


MANUFACTURING co. 


CICERO, ILL. 





these 
and 







force 
Write 
units as well 


light controls. 


SPEEDWAY 


1941 S. 52ND AVE 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 








SHOW CASES 


FOR EVERY PURPOSE 
State Your Needs and Ask for Catalog 


Detroit Show Case Co., Detroit, Mich. 














GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, Ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White—Fireproof and Verminproof. 
Also Glass Tubes, Rods and Gazing Globes 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct... 
Manufactured by 
FRIEDRICH & DIMMOCK 
Factory: Millville, N. J. 
Sales Office: 7 East 42nd St., New York 








JUST OFF THE PRESS 


OUR NEW 1940 CATALOG 
Forty Pages—An Idea on Every Page 


IT is FREE FoR THE ASKING 


THE FIXTURE MART Ine. 
314 W. JACKSON BLVD. CHICAGO 








CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSigns @ Backgrounds 
@ Displays @ Fixtures 
Send for free Sample and Literature 





Carstenite Sales °* Bo, ASM aye St 
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Cavendish Displaymen 
To Meet In Detroit 

The display managers of the Cavendish 
group of stores are planning to hold their 
annual meeting in Detroit during the time 
of the International Association of Display 
Men convention, June 24-27, it has been an- 
nounced. W. Arthur Gray, Lansburgh & 
Brother, Washington, D. C., 
the group and is planning the program so 
that there will be no conflict with the I. A. 
D. M. sessions. Gray was convention direc- 
tor when the I. A. D. M. met in Washington 
in 1938. 


is president ot 


Zeppen-Field Opens 
New York Showroom 

W. M. Zeppen-Field, 1057 North La Brea 
avenue, Hollywood, Calif., has announced 
the appointment of Samuel B. Eppy as New 
York City resident manager and Eastern 
representative in charge of the “Mannequin 
Theatre”—a located at 1440 
Broadway. Eppy recently returned from a 


she mwwroom 


“display survey” of some thirty cities in 
various parts of the country 


The DISPLAY PARADE 
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V. F. W. Requests Aid 
Of Displaymen 

A letter from G. W. Leffingwell, Veteran 
of Foreign Wars, New York City, expresse 
appreciation for the many display tie-i: 
with Buddy Poppy week during past year 
and requests similar aid from the displa 
field for 1940. Buddy Poppy week is fro: 
May 23 to May 30. 


S. A. Wolcott Leaves 


Thornton's 

For six years advertising and displa 
manager for The Thornton Company, Blu 
field, W. Va., S. A. Wolcott has resigned 
his position to do sales promotion work 
throughout the southern and central states 
He is succeeded at Thornton's by Lloyd 
Huset of Minnesota. . 


Additional Duties 
For Pugh 

B. K. Pugh has been made advertising 
manager in addition to having chargé of dis- 
play for Lonine, Inc., St. Louis. He suc- 
ceeds Virginia Meyer. 







by Anthony Brinker 















































MARRIED TO DISPLAY WHILE IN HIG 
MOVIE LOBBY SET-UPS AFTER HOURS AS AN USHER 














THE OUTSTANDING DISPLAY DIRECTORS IN THE 
COUNTRY. .. 


m—~N | = o} 
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ONLY DISPLAY ARTIST TO HAVE 
WORK REPRODUCED IN “LIFE “IN 
COLOR...(MARCH, 1938)... 


THIS TASTE 









OF SHOPS INS YEARS AROUND 
=), NEWYORK... MISSES THE 
SE/Ziinke — NEW YORK THEATRES... 








INTRODUCING... 


JAMES DAVID 
WW CTE 
SAKS— FIFTH AVENUE, 
BEVERLY HILLS, CALIFORNIA 


AGE 27. PROBABLY THE YOUNGEST AMONG 
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New York Fair Prepares 
For Opening Day 

Several changes are being made in the 
New York World’s Fair tor the 1940 season. 
Below are a tew highlights: 

West Virginia, the first state to announce 
participation in a pavilion leased from the 
Fair, will greatly expand industrial 
sentation in its 3,000 foot exhibit. 
\ solid block of bituminous coal weighing 
more than six tons will exemplify 
that 
survey 


repre- 


square 


the coal 
industry of state. 

A quiet thunder 
i hammers and the buzz of saws busy in 
that forty foreign 
remodeling, enlarging and im- 


made above the 


the foreign area shows 


nations are 


proving their pavilions and exhibits. These 


! 
include war-decimated Poland and Czecho- 


slovakia as well as battle-scarred Finland. 
The rich and colorful flavor of Latin 
\merica will be even more pronounced. 
Mexico, Cuba, Colombia, Costa Rica, and 


exhibits. 
will 
national 


their 
countries 


Nicaragua plan to enlarge 
Other Seuth 


centrate on 


\merican con 


restaurants featuring 
dishes and drinks. 
With 


inspiration for 


supply the 
a miniature exhibit of pal- 
houses, 


France, Eneland = will 
feminine 
will be 
build- 


to one- 


ereat and 
Fair. 


\merican 


aces, cottages, 
The display 


\rt Today 


interiors are to be 


boudoirs at the 
housed in the 
ing. The 
twelfth of their actual 

Poland still Announcement 
ot Kosciusko day to be held on the 30th of 
May was made by that gallant little nation. 
\n elaborate three 
large military parade will attract thousands 
to the Polish pavilion. 

The 
newal contract 
that unique exhibit with its fortune in gems 


scaled 
size, 


marches On. 


pageant in acts and a 


House of Jewels has signed a_ re 


which assures the return of 


Though the smallest exhibit in size, it con- 


REMEMBER DAD 





a 


—This striking four-color painting by McClelland 
Barclay is the official poster of the National 
Council for the Promotion of Father's Day, Inc., 
for 1940. It is available in sets, at cost, from the 
Council headquarters at 625 Madison avenue, 
New York City. Each set consists of a large 
poster, 15 by 20 inches; two display cards, 10 
by 13 inches, and a streamer, 8 by 23 inches, 
all in four colors— 
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tains more than $14,000,000 in costly and 
rare jewels. 
Eastman Kodak will have a greater dis- 


play of color photography in their exhibit 


this vear. 
One of the horticultural 


exhibitions ever attempted is the way 


most ambitious 
pub- 
licists describe the new Gardens on Parade 
show. \n old 


birches, 


rustic setting 
pines, and a quiet brook 
the theme for the revitalized display. 

designed by Wal- 
U. S. Steel 


built by the 


be ordered by 
will set 


An entirely new exhibit, 
ter D. Teague, 
building at the 
petroleum 


famed tor his 
fair, 1s being 
industry exhibition 


By way of stressing one of the paramount 


adjuncts of our national defense, the U. S. 
Coast Guard has taken over the focal ex 
hibit area ot the Communications and 
Travel building to emphasize its theme 


“Safety at Sea” 


Chrysler Motors will present an exhilarat 


in a comprehensive exhibit 


four attractions, the 
Polaroid 


made, the 


ing exhibit featuring 
first 


technicolor eve 


ae i a as 
three-dimensional movie in 
talking 


Plymouth, the Rocketport, and the beautiful 


amazing 


frozen torest. 

General Motors has increased the traffic 
How along the “magic carpet” from 300 
motor vehicles to nearly 1,200 and has in 
troduced additional animation in the view 


\s amazing as the produced by 
Aladdin's lamp are the “Mystery 
which Gas Exhibits, Inc., has planned. 


magic 
Gardens” 
Here 
will be singing trees, talking flagstones, 
disappearing statues, 
and 


fresh out of a 


plants, 


and 


flaming cactus 


smoke trees, brilliant gas water 


fountains. A dwarf, fairy 
tale, 


Ford is 


will welcome visitors to the gardens 
devoting an entire wing to a 
theatre, constituting 


the major building projects scheduled at the 


new 


large, modern one of 


fair this vear. Shows of varied nature will 


be presented daily. Completely air-condi 


containing the modern 
theatre 
luxurious 


tioned and most 


lighting, the contains a. revolving 


and seats and decorations 


stage 
In all, the Ford pavilion 
a million dollars 


will spend half 


for additions and re-stvl 


ing. The entrance tacade of the building is 
being re-designed, with an imposing all 
glass front rising 74 feet from the ground 
to the roof. A commercial car display area 


is being added and the Edison institute ex 
hibit enlarged. 

A tropical greet 
to the Firestone and Exhibition 
building at the World's Fair this year. The 
huge rotunda of the 


jungleland will visitors 


Factory 


will be 
formed to depict the hinterland of 

West Africa, 
tensive rubber plantations. Thatched native 
huts will dot while the 
various operations of the company in clear- 


exhibit trans- 
Liberia, 
has ex- 


where the company 


jungle clearings, 
ing the land, planting and tapping rubber 
trees for the The 
transition rubber 
stages 1s leaving the 
rotunda to modern tire factory 
where tires will be produced at the rate of 
four minutes. 


latex will be dramatized. 
raw to 
immediate, 


from the finished 
Visitors 


enter a 


one every 
The trylon, imposing 
World's Fair of 1940, 


recovered, reinforced, and repainted. 


symbol of the 
will be completely 
Fifty 
thousand square feet of plywood will be laid 
in all, and the bottom 75 feet of the famous 
landmark will be covered with stucco on ex- 
panded wire lath. 











oF f IT'S ABOUT DISPLAY 
YOU'LL FIND IT IN OUR 


NEW CATALOG NO. 61. 








MANNEQUINS 


chosen by the better stores 
FACES of distinction; 
sophisticated. 


FIGURES CORRECTLY PROPORTIONED 
to display all new dress and coat styles. 


natural, charming, 


In standing and flexible effects, including 
the new “action” poses. 


Write for Photographs 


7 West 36th St... ne 











Put that Tropical Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 


Immediate delivery from the largest stock in the 

. S. All sizes from % inch to 7 inches in diameter 
Write for samples of Fabricated 
Bamboo Screening. 


Bamboo and 


PACIFIC BAMBOO PRODUCTS, INC. 


Los Angeles, Calif. J 


6701-15 Eleventh Ave. 



















l. A. D. Ms. NEWS 
[Continued from page 13] 
in one class. Duplicates of photographs 
may be entered in the division sweepstake 
class. 

6. All photographs entered shall be in 
black and white only. Retouched photo- 
graphs will be disqualified. 

7. Photographs eligible for awards shall 
be standard 8 by 10 size only. Photographs 
other than this size may not be entered. 

8. No person may enter more than three 
photographs in any one class. 

9. All entries must be sent in unmounted 
and plainly marked on the back of each 
photograph as to the number of the class in 
which it is to be entered. 

10. All marks of identification that would 
enable the judges, or other persons, to iden- 
tify the contestant must be erased or cov- 
ered over. Entries will be disqualified if 
this rule is not observed. Fictitious names 
of any sort will not be permitted. 

11. The name and address of the con- 
testant must accompany the package of the 
contestant for identification. The contest 
clerk will number the entries and keep a 
record of all matter entered. 

12. All entries shall become the property 
of the I. A. D. M. and may be used as edu- 
cational matter, or for any other purpose, 
at the discretion of the I. A. D. M. 

13. Any class having fewer than three en- 
tries will not be judged, and no prizes will 
be awarded. 
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14. In case of a tie, in any class, dupli- 
cate prizes will be awarded. 

15. Judges will reserve the right to re- 
consider every verdict, should it be neces- 
sary and the occasion warrant the action. 

16. The judges will be selected from 

outstanding displaymen. These judges are 
to be selected before the convention opens 
by the contest committee and convention 
director. Photographs will be judged be- 
fore the convention opens. 
17. All entries will be judged on the follow- 
ing points: (a) sales appeal; (b) originality ; 
(c) merchandising arrangement, and (d) 
artistic standpoint. 

18. All entries must be sent prepaid to 
Walter A. Grover, J. L. Hudson Company, 
Detroit, Mich., and all entries must be 
postmarked not later than midnight, June 1, 
1940. 

19. After this date—June 1, 1940—no en- 
tries will be accepted. This rule will be 
strictly enforced. 

20. A complete list of judges’ names who 
served on the photo contest judging com- 
mittee must be posted with the photographs 
at the convention. 

Awards—First prize, gold medal and 15 
points; second prize, silver medal and 10 
points; third prize, bronze medal and 5 
points. 

Grand champion prize, a large silver 
pedestal trophy will be awarded to the mem- 
ber winning the greatest number of points. 

Nine division sweepstake champions—An 








—''Boy! That pants promotion window was a seller!'""— 
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engraved plaque will be awarded to tl 
winner in each division for the contesta: 
having the best collection of eight phot 
graphs. These eight photographs enter 
in the division sweepstake must be of eig 
different displays of any merchandise in thi 
division of classification. Also, 100 poini 
will be awarded the division sweepstake 
champions toward the grand champion prize, 

Division sweepstake groups. Ladics’ 
ready-to-wear: 1, women’s and misses’ eve- 
ning apparel; 2, dresses; 3, sporting apparc|; 
4 coats; 5, furs; 6, bridal; /, milliner 
8, shoes; 9, hosiery; 10, handbags; 11, 
gloves; 12, jewelry; 13, lingerie; 14, corsets; 
15, bathing suits; 16, suits; 17, girls’ ap- 
parel. 

Men's and boys’ wear: 1, suits; 2, over- 
coats; 3, shirts; 4, neckwear; 5, hats and 
caps; 6, shoes; 7, socks; 8, gloves; 9, under- 
wear; 10, swim suits; 11, robes and smoking 
jackets; 12, evening apparel; 13, boys’ fur- 
nishings; 14, boys’ clothing; 15, belts; 16, 
sporting goods; 17, luggage. 

Jewelry: 1, handbags; 2, jewelry; 3, china; 
4, glassware; 5, watches and clocks; 6, sil- 
verware; 7, gift novelties; 8, optical; 9, 
kodaks; 10, luggage; 11, fountain pens. 

Hardware and sporting goods: 1, hard- 


ware; 2, woodenware; 3, paints; 4, wall 


paper; 5, china; 6, gift novelties; 7, toys; 
8, sporting goods and equipment; 9, garden 


accessories; 10, electrical and gas appli- 


SD «- te 


t 


ances; 11, guns. 

Shoes: 1, women’s shoes; 2, women’s hos- 
iery; 3, handbags; 4, gloves; 5, children’s 
shoes; 6, children’s hosiery; 7, men’s shoves; 
8 men’s socks; 9, boys’ shoes; 10, polish 
and accessories; 11, corrective footwear; 12, 
boots; 13, canvas footwear; 14, rubbers; 
15, belts. 

Furniture: 1, sewing machines; 2, porch 
and lawn furniture; 3, radios; 4, rugs; 5, 
linoleum; 6, draperies and curtains; 7, bed 
ding; 8, refrigerators; 9, ranges; 10, laun- 
dry equipment; 11, bathroom accessories; 
12, vacuum cleaners; 13, bedroom furniture ; 
14. living room furniture; 15, kitchen fur 
niture. 

Interiors: 1, booths; 2, shops; 3, show 
cases; 4, ledge trims; 5, table trims; 6, 
elevators; 7, ready-to-wear; 8, men’s wear; 
9, shoes; 10, hardware; 11, groceries; 12, 
furniture; 13, liquors; 14, sporting goods; 
15, draperies and curtains; 16, furniture. 

Installation division: 1, toilet goods; 2, 
drugs; 3, tobacco, smoking equipment; 4, 
provisions, confectionery, can goods, ete.; 
5, liquor, ete.; 6, interior display booth, 
etc.; 7, floats, autos, best decorated; 8, ko 
daks, etc.; 9, dental; 10, shaving needs; 11, 
floats; 12, booths; 13, soaps; 14, breakfast 
foods; 15, bakery. 

Utilities: 1, sewing machines; 2, radios; 
3, lamps; 4, refrigerators; 5, heating and 
air conditioning; 6, ranges; 7, laundry equip- 
ment; 8, bathroom accessories; 9, home 
lighting; 10, electrical appliances; 11, gift 
novelties; 12, vacuum cleaners; 13, water 
heaters. 

The eight photographs the contestants 
enter in each sweepstake division must be 
mounted on one white cardboard not to ex 
ceed 27 inches by 44 inches. All phot 
graphs are to be 8 inches by 10 inches in 
size. Contestants must enter eight photo 
graphs in each division in which they desire 
to participate. 
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Gimbel's To Have 
"Displalounge”" 


‘i 


= 


Sa 
y 
commodating a great number of persons FOR 


\rrangements are being made by Gimbel 3 ’ je KO “ ' 
Brothers, New York City, for a “Displa- - a 
lounge” at the New York World's Fair, 
1940. The “Displalounge” will show ani- DISPLAY Sgt sie pay 
mated window displays in an auditorium ac- MATERIALS i 3: _— j 
iF - . \} 
; } 


daily. Done in the form of panels, some EFFECTIVE 


288 displays will be presented each day; 


4 + of 

f- 

similar displays will appear in the windows SUMMER , f j vs 

of the store, it is said. It is understood DISPLAYS ’ a 

that vendors which agree to the display of . Ny : : 

their merchandise under this arrangement See Them at 

will be charged $450 for the duration of the Your Service $412 DOVES PANORAMA 

fair, this sum to cover all costs of the dis Wholesalers 40 in. Wide, 15 ft. Long, Three 60-in. Repeats to Roll 

play such as installation and maintenance. Ad Smooth Reyboard Processed in Cool Summer Shades 

THE REYBURN MANUFACTURING CO., INC.— DISPLAY DIVISION 
NEW YORK PHILADELPHIA CHICAGO 








New Lighting Tool 
Is Announced 

Filament Tubes, Inc., 32 East 57th street, 
New York City, has announced a tubular 


lamp ranging from 13/16 inches to 2 inches 





national advertisers, has also entered the 
display materials field and will cover a ter 
‘ : ; ¢ ritory embracing southeastern Ohio, eastern 
in diameter and from 6 inches to 4 feet in Kentucky, and West Virginia. The company 
length. Very well adapted to display and js operated by Jack M. Williams and C. E. 
decorative lighting, the lamps make pos- — \ijKg. ae 

sible the use of any curve or angle in light- 
ing arrangements. Literature is available on 
request. 


Interior Display Department 

; i For Bloomingdale's 

Huntington Firm Enters Bloomingdale’s, New York City, has es- 

Display Materials Field tablished a separate department of interior 
An expansion of the activities of the West = display, under the direction of Donald Rose. 

Virginia Advertising Company, 330 Twelfth The division will be under the supervision 

street, Huntington, W. Va., has been an- of Howard Richmond, art director, as is the 

nounced. The firm, which in the past has case with the window displays under Joseph 

operated a display installation service for  Dultz. 


@ DISPLAY PAPERS 
@FISH NETS 
@ COTTON ROPING 
e @GRASS MATS 
@ COMPRESSED SISAL 
@CORK PRODUCTS 
@BAMBOO PRODUCTS 
@ PLASTIC NOVELTIES 
a @SUMMER CRASHES 
@ LEATHERETTES 
. @ PLIOFILM 
@ CORRUGATED PAPERS 
@ QUILTFOILS 


MAHARAM 
CAN FILL 
EVERY 


and hundreds of other items 


AHARA 
FABRIC CORPORATION. 
Complete Line of Display Fabrics & Accessories 
NEW YORK—130 WEST 46th STREET 


CHICAGO ST. LOUIS LOS ANGELES 
6 E. Lake St. 915 Olive St. 819 Santee St. 








For Your SUMMER SEA DISPLAYS 


STAR FISH—Natural, Asstd. Sizes, , $7.50 
SEA FANS—Natural, Asstd. Sizes, Doz $3.50 
GIANT SEA SHELLS—Pin Doz $8.50 
SMALL SEA SHELLS—Assti. Sizes, Gallon.. $8.50 
CORAL—Natural, average b. preces Each. $1.00 
Mail Your Order at Once! 
GENERAL DISPLAY CORPORATION 
CAREW TOWER CINCINNATI, OHIO 





Lighting one after an- 
other, without motor, 
without wiring—that’s 
the new idea of our 
electrical contacts and 
‘ ‘ ‘ " lor flashers. Ti - 
—A recent scene at Palm Beach: left to right, Trowbridge Stanley, president, L. A. Darling cate. AC, DC. Write 
Company, Bronson, Mich.; Miss Elaine Edgar, the 1940 Jantzen model; Harry Eastham, display for details. 
director, Burdine's, Miami; Mrs. Stanley; W. L. Stensgaard, president, W. L. Stensgaard & 
Associates, Inc., Chicago; Mrs. Stensgaard; Mrs. Eastham— BESBEE PRODUCTS, TRENTON, N. J. 
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Question: Isn't there some preparation on 


the market which can be used to clean 


mannequins ?—Quincy, III. 


Answer: There are several mannequin 
cleaners and sources from which they can 
be obtained have been sent you. However, 
many displaymen prefer to use plain Ivory 
soap, Which is about as good as anything. 
For the bodies, arms, and hands, which may 


DISPLAY WORLD 


get more badly finger marked, it may be 
found necessary to use Lava soap. This 
should not, however, be used on the facial 
painting. 

Question: I am interested in ascertaining 
to what heights temperatures in windows 
are likely to mount—what degrees are often 
attained and what is the highest ever re- 
corded. We are considering manufacturing 
a new fixture of one of the transparent plas- 
tics, and since the various plastics have 
different softening points it is difficult to 
decide which to use unless we know what 
temperatures we have to contend with. 
Brooklyn. 
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Distributors—Salesmen Wanted 


TRANSPARENT MIRRORS 


On plate or thin glass any size, shade, 
shape and quantity. Large sizes espe- 
cially. Choice territory open for exclu- 
sive representation to those who qualify. 
Deliveries prompt—prices right. Send 
full particulars in first letter. 


THE O. AUSTIN CO. 


48 Greene St. New York City 








DISPLAY SALESMEN 


Wanted for all territories, exclusive 
franchise basis. New moving electrical 
display device. Ready May 1. Sensa- 
tional low price. Proven seller. Men 
considered must be experienced, steady 
type accustomed large earnings. Write, 
outlining territory covered  conserva- 
tively. 


General Die & Stamping Corp. 
401 Broadway, New York City 








SOUTHERN REPRESENTATION 


Responsible young man wishes to represent. re 
Hable manufacturers of interior displayers, man 
nequins, racks, and allied items for southern 
territory. Quality merchandise and right prices 
factor Give full details and line. 


ADVERTISER D 
E. 


82 Ivy Street, N. Atlanta, Ga. 


SALESMEN 


Out of town men to carry as a side line our 
display materials and seasonal display novelties 
for department stores and specialty stores. Re 
liable men, Liberal commissions paid. 


CAPITOL DISPLAYS 
58 West 39th St. New York City 











POSITION WANTED 
By expert displayman, card writer and back 
vround designer 15 years’ European and Amer 
can experience Now emp oyed in Miami, Fla 
Experienced in all types of merchandise Mod 
' 1 

erate salary Vill iny where, 
furnished 


References 


Address “P, F,” 
Care DISPLAY WORLD 


Courses in Window and Store Display, Back- 
ground Design; Merchandising Ideas; Exhibi 
tion Displays; Show Card Writing; Advertising 
Copy and Layout. Personal Training—Individ 
ial Advancement No Correspondence Courses. 
William F. Ray, Pres., J. Duncan Williams, 
Dir., formerly editor of Merchants Record ance 
Show Window. The Ray Schools, Dept. DW, 
116 S. Michigan Blvd., Chicago. 








WANTED COMPLETE DISPLAY LINE 


) 
Progressive Connecticut distributor wishes com- 


plete line of display materials and supplies. 
Silks, leatherettes, papers, trimmings, artificial 
flowers, crepe paper, plaques, novelties, spot 
lights. fixtures, etc 100% state coverage! 


Address “D, M.” 
Care DISPLAY WORLD 








A PRACTICAL WORKSHOP FOR rapid ad 


vVancement in window display and interior dis 
play. Dept., chain and independent store meth 
ods in wearing apparel, background creations, 
decorative papers: Individual problems solved 


Moderate tuition fees. CENTRAL DISPLAY 
SCHOOL (Licensed by New York State), 149 
East 42nd St., New York City. MU 4-9436. 





HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 


clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.”” Write for information. 


WILL H. BATES, Box 101, Ellsworth, Ill. 








POSITION WANTED—AIll around tool and die 


maker and machinist; twenty years’ experience; 


good references Desires steady or part-time 
position in your shop or will take work out 
Can do special jobs or copy from your samples. 
\ tryout will convince you. Die repairing and 
setting Address “O. M.,”? care DISPLAY 


WORLD 








ADVERTISING—HOME STUDY—The Adver 
tising Minded Displayman is qualified to make 
the most money Many have graduated from 
this long-established school. Common _§ school 
education sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 2666 Chicago 














USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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Answer: While it is impossible to give a 
answer to the above which would fit all se 
tions of the country, it seems to be the cor 


sensus of opinion among a number of dis 


playmen that on very hot days the temper: 
ture in a display window may reach as hig 
as 140 degrees. An experiment has been co 
ducted several times in Cincinnati in an a 
tempt to see how high window temperatur 
may go. With an outside temperature 

100, the mercury climbed to the highest poi 


recorded by the thermometer (120 degrees 


and then burst. Stores that have air coi 
ditioning systems do not run up such hig 
window temperatures, and where such stor 
also use spotlighting to a great extent 1 
stead of flood lighting it is doubtful if tl 


window temperature goes over 100 to 103 


degrees. 


Question: Can you give us any inform 
tion regarding a_ plastic substitute — t 


frosted glass that is obtainable with a pat 
terned surface to give the effect of sand 


blasting ?—Torento. 

Answer: Several of the plastic manuta 
turers have such products. Their names at 
addresses have been sent you. 


Question: We are using a number « 


boxes and plateaux which are covered wit! 
leatherette. We have been putting this on 
with regular wall paper paste. They look 
fine until we use them in the windows, then 


they blister and wrinkle. Can you recon 


mend a satisfactory way of applying this 
fabric so that this condition will not arise: 


al rlede . 


Answer: Obtain) from practically at 


hardware store a quantity of “chip _ fish 
glue.” This should be boiled in a glue pot 
which, as you know, is much like a doubl 
boiler. \pply the liquid glue while hot 
using a regular wall paper roller to remov 
bubbles and wrinkles. The same material 


} 


can be used in mounting blow-ups or to! 


similar work. 


Question: How should we go about mak 
ing a mould for small papier mache units 


we have in mind ?—Oshkosh, Wis. 
Answer: Make the mould of plastet 
Paris. Give it a coat of shellac on the 1 


side, being sure that the shellac does not 
fill up the details of the pattern. After this 
is dry, paint the inside carefully with lard 
oil that is fairly thick, but not gummy. B 
sure to get the oil into every part of thi 
mould. Press the papier mache into ever) 
little depression of the mould and atter you 


are sure no part has been neglected, plac 


the mould in a warm spot until dry, atte: 


which the design can be removed from tl 


matrix and. finished. 


Question: We are looking for an elect 
cally heated tool used for burning desig1 


in wood—something that heats an enti 


trade-mark or design, and not the point 


type of tool. Can you give us this intor 


mation ?—Miami. 


Answer: You can obtain electrically heat 


ed branding irons from the following firms 
Everhot Manufacturing Company, 47 Sout 
19th street, Maywood, Ill; Hexagon Ele 
tric Appliance Company, 159 West Clay ave 
nue, Roselle Park, N. J.; Henry Moss 


Co., 113-A 53rd. street, Brooklyn 
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About New York" 
Column Stars Display 
New York 


column by 


from the Times’ 


York” 


Reprinted 
\bout New 
serger 
Bernard Sanders and Gladys Schultz de- 
signed a Fifth avenue department-store win- 
dow a few months ago. They on the 
gloating over the job, when a 
gentleman 


were 
sidewalk 
stuffy old 
spouse. 

The woman seemed to like the 
“Oliver, 


corsets.” 


came by with his 


She said, 
those new 
The husband suppressed the women’s en 
thusiasm ; chided her for her 
tionalism. 

“My dear,” he 
overlook the 
display. It is 
schizophrenics.” 


sternly emo- 


told her 
psychic 


grumpily, “you 
this 
work ot 


implications of 
obviously — the 


Kk * 


Mr. Sanders, who has been doing windows 
a little over three years in cooperation with 
Miss Schultz—she is Mrs. 


woman 


Sanders at home, 
a zealous career says some of their 
most ardent critics are cops and cab drivers. 

One cop on the upper Fifth avenue beat 
is inclined to be fussy. If the bath salts 
and dirndls are not set to his taste, he sig 
nals his dislike to the deli- 


pinching his nose forefinger 


Sanderses by 
cately between 
and thumb. 

\ certain cab driver sadly shakes his head 
fancy. When 
soiled fist 


sets that do not suit his 
he likes things, he 


over 
clasps one 
shakes them over his head 


within the other: 


as a winning pugilist does 


than meets 


Designers fuss and fret ovet 


There’s more to window sets 
the casual eve. 
sometimes tor weeks or 
climb into the 


they 


and dummies, 
they 


copy 
months betore windows 
On difficult 
closing through 
the  Sanderses 
Town in a 
bale of hay. 
hostler in a 


work from. store 
One 


cruised = The 


sets 
time. night 
frantically 
midnight 

awakened a sleep) 


reopcning 
aftet seeking a 
finally 
riding academy off The Park 


tax! 


They 


and bullied him into selling. 
\nother time they cut 
tered around in pre-dawn hours buying bath 


corners and. skit 


all-night drug 


Sanders. said, 


salts from 


stores. 
“Sometimes these peo 
mad, 
you do on ia 
‘ 


ple we encounter must think we are 


but you work on a window as 


newspaper. You meet your deadline—or 


else.” 
best known 


psychic, Ol 


The Sane rses are 
that 
approach 


probably 
fot displays employ the 
Wat ky * 
Laughing 
Bustle 
Acraphobia 


windows—The 
and Water 
Claustrophobia, 
caught the 
Metropolitan 


One set of 
Libido, 
Behaviorism, 
and Echolalia 
Nn executive in the 


ot Art. 


Soap Psychosis, 


morbid fancy ot 


Museum 


ok 


Yorkers 


theit 


that New 
phyches on 
they like, for 
bracelets 


find 
their 


rhe Sanderses 
isttully 
sleeves: 
told 


wear 
that 
their 


example, to be 
bangle indicate a re 
‘ression to savagery. 

Women beam when they learn that white 
ndicates an urge to jettison psychic fetters; 
that the subcon 


wearing of a bustle is a 


Meyer 


display. 
isn't it delightful? I love 


DISPLAY WORLD 


scions after more masculine atten- 


tion. 
Tongue in cheek, the 
proclaimed that 


seeking 


Sanderses have 
little hats 
that velvets 


solemnly crazy) 


betray a sinister exhibitionism ; 
excite curious cutaneous responses in men 
Sanderses assured 
better Quite 


who can—and do 


Window-designers, the 
us, get fan mail on their jobs. 
often meet people 
quote line aiter line trom 
dear old lady 
had the delightful 
she had seen some of the 


they 
their copy. 

had 
after 
windows ; 


One wrote how. she 


most nightmares 
psychic 
especially the one that had knives and scis 
sors in it. 

Men, the 
dows where the 
attire. 
reason for this. 

Miss Schultz said, 

| thing like that 


Sanderses have tound, like win 


female dummies are garbed 


in male They have not explored the 
telling 
take you.” 


“There’s no 
where a might 


The Sanderses lke to introduce new 
make it a prac 


They 


bewildet 


words to window fans, but 


tice to subtly explain these words 


think it is a mistake to tease or 
their public. 
Some time 


“siderodromophobia s Mr. 


ago Miss Schultz dug up the 
term Sanders 


designed a window around it. They needed 


fifteen typewriters for the display. 

tried to borrow the machines from 
Machines. The | 
willing, but they 


What in the 


is siderodromo 


They 
International Business 


B. M. 


were 


executives seemed 


wary at the same time. 


world, they wanted to know, 
phobia. 
Miss Schultz 


“siderodromophobia is a 


“Roughly,” calmly explained, 
subconscious feat 
ot machinery, mostly of locomotives.” 
The Sanderses got th 


other 


typewriters some 


place 
place. 


Helen Watkins Resigns 
From Tailored Woman 

Miss 
play manager ot The Ta 
York 
Her future 
will be 


Helen Watkins has resigned as dis 
ilored Woman, New 
California 


City, in order to go to 


plans are not known. No suc 


CeSssol appointed to the position, free 


lance displaymen being used instead, it 1s 


said. 


Mannequin Firm 
In New Quarters 

Mannequins of Tomorrow, formerly at 24 
Horatio street, New York City, 
to larger manufacturing 
Street, 
Mavorgas are 


has removed 
and executive quat 


ters at 113 Prince where Gabriel and 


William 


ires for the 


designing new fig 


( lie nite le 


display 





DISSATISFIED: 


Not...if you buy a 


GOODMAN PRODUCT ‘ They Satisfy! 


Patent No. 1,808,459 
For particular displaymen 
“DRAMATIZE” their displ . we 
introducing “another silent partmne 
Goodman Patent Sleeve Form tamily”’ 
“THE FEATHERWEIGHTS” 

No. 1F for men’s suits 
No. 4F for students & boys, §$ 
No. 5F for women’s suits 

ENDORSED AND USED “TODAY BY: 
Broadstreet's Browning King & Co 
John David Arnold Constable & ¢ 
Saks & Co Lord & Taylor 
B. Altman & ¢ Franklin Simon C« 
Wallachs Best & Co 
Weber & Heilbroner R. H. Macy, et 


“TURN EXPENSES INTO PROFITS” 


OTHE STANDARDS” 
$3.00 | 
$2.50 | 


nen s suits 
students & boys 


1S sults 


osed find $ 
: Pair Sleeve Forn 
5 Times (Featherwei 
More! é Pair Sleeve Form 
Convince Men's Dt 


Yourself! $3.00 


«LAOHLIM ALATHTXKOO MOGNIM ON, 


$5.95 
$6.59 


New Quantity Discounts and 
Literature on Request. 


GOODMAN Sleeve Form COMPANY 
19 West 34th St., lew York, N. 7. 
Distributors Wanted 


JOBBERS, 








PRICED WITHIN THE REACH OF ALL 















































Birds and Animals 


For 


Window Displays 


Also Glass Eyes for Manikins, Animals and Birds 


Schoepfer Taxidermy Studio 


1200 Broadway at 29th St. New York City 











COMING UP 


National Music Week—May 5-12. 
National Tennis Week—May 25-June 1. 
Mother’s Day—May 12. 

Straw Hat Day (in some cities)—May 15. 
National Cotton Week—May 17-25. 
International Good Will Day (!)—M 
Buddy Poppy Week—May 23-30. 
New York World’s Fair Reopens—May 25. 
Memorial Day—May 20. 

National Golf Week—May 4-11. 


ay 18. 








THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 


HEXCHROME 
COLOR-IN-MOTION 
LIGHTING 


Your Dealer or 


GoldE Mig. Co. 


1214 W. Madison St. 
Chicago, Il. 


























Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
o fany display problem. 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
(] Brushes and Pens 
|} Card & Mat Board 
| Cardwriters’ Materials 
{] Color Lighting 
(| Crepe Papers 
(} Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
[] Decalcomania 
(_] Display Furniture 
| Display Forms 
[] Display Letters 
[] Display Racks 
] Drawing Boards 
] Enlarging Projectors 
(| Fabrics and Trimmings 
[) Fixtures 
{_) Flags and Banners 
[} Foils 
|] Grass Mats 
| Hosiery & Shoe Forms 
| Invisible Glass 
{ } Lacquering Outfits 
} Lamp Coloring 
(_} Lithographed Displays 
[] Mannequins 
[] Mouldings 
[) Metal Sheets 
_] Millinery Heads 
} Motion Displays 
|} Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
{_} Photographic Blowups 
| Plastics 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks— Window 
Show Cards 
Show Card Colors 
Show Cases 
Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 
Sleeve Forms 
Stencil Outfits 
Stock Posters 
Store Designing 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Valances 
Wall Board 
Window Lighting 


Do you wish a copy of their catalogue ? 

Do you plan to remodel your store soon? 

Do you plan to build a store soon? 
MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 
esecesseseeseeseeweeseesassa 
Firm 
Display Manage 
street 


City 








DISPLAY WORLD 


APRIL, 1915 


“Spring Display Week” was celebrated by 


practically every store in Syracuse, N. Y., 


the display managers being awarded honor- 
Frankenthal, B. Alt- 
York City, was head of 


ary prizes. Herman 
man & Co., New 
the judging committee. 

Carl Greer joined Keith-O’ Brien Company, 
Salt Lake City, as “head window dresser.” 
He had been with the Hudson’s Bay Com- 
pany, Calgary, Canada. 

The following men were in charge of dis- 
play for their respective firms: Arthur W. 
Lindblom, New England Furniture & Car- 
pet Company, Minneapolis; E. M. McCart- 
ney, Joseph Horne Company, Pittsburgh; C. 
R. Morgenthaler, Newman's, Joplin, Mo.: 
Klausner, Newcomb-Endicott Com- 
pany, Detroit; William M. Sheppard, Pelle- 
tier Company, Sioux City; Carl F. Meier, 
Simon & Landauer, Davenport; Thorkild 
Larson, Price & Rosenbaum, Brooklyn; John 
T. Witsel, Brentano's, New York City; 
J. M. W. Yost, Penn Traffic Store, Johns- 
town, Pa.; L. A. Rogers, E. M. Kahn & Co., 
Dallas; Frank LD. Maxwell, M. J. Connel 
Company, Butte; Fred S. Pratt, Dinet, 
Nachbour & Co., Joliet; Samuel Friedman, 
S. Blach Company, Birmingham; Walter F. 
Wehner, Brill Brothers, New York City; L. 
T. Stiffler, Leopold & Bigley Company, Al- 
toona, Pa. 


Oscar 


Display publications were urging display- 
men everywhere to institute campaigns for 
local parades involving floral floats as the 
featured attraction. 


APRIL, 1930 
More than 100 attended the first conven- 
Men's Asso- 
Joseph F, 
Memphis, was elected 
John Stiff, J. Gold- 
smith & Sons, Memphis, first vice-president ; 
C. C. Batson, W. T. 
Miss., second vice-president; William Booth, 
B. Lowenstein’s, Memphis, third vice-presi- 
dent; W. D. King, Phil A. 

Memphis, secretary-treasurer. 
Irving Kldredge, R. H. Macy & Co., New 
York City, sailed for Europe on the Bremen 
Vienna, and 


tion of the Southern Display 
ciation at Shreveport, La. Bron- 
sing, New Bry’s, 


president, assisted by 


Fountains, Greenwood, 


Halle Company, 


for five weeks in London, 
Brussels. 

Olaf Tidlund, formerly with Stern Broth 
ers, New York City, succeeded Frank Stuhl 
miller as display manager for J. N. Adam & 
Co., Buffalo. 

J. C. La Viere was appointed display 
manager for the Hahne Company, Newark 
He had with The May 
Cleveland. Earl ¢ 
in charge of display tor Hahne’s, resigned 
to take a similar position with The Hecht 
Company, Washington. 


been Company, 


Sterling, who had been 


Wilson as 


Brothers, 


J. Farquhar succeeded EF. Q. 


display manager tor Lachman 
San Francisco. 
Sherrod 


display for Frederick Loeser & Co., 


Henry resigned as director of 
Brook- 


lyn 


APRIL, 1940 


Edward H. Lamprich assumed charge o 
display for the Union House Furnishing 
Company, St. Louis, with seven stores unde: 
his supervision. 

J. F. Coleman became display manager o 
the National Bellas-Hess Company, Ashe 
ville, N. C. 

W. H. Mason, formerly display direct 
of Stewart & Co., New York City, joine 
Stern’s, of the same city, as assistant displa 
manager. 
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Becker Sign Supply Co 42 
Besbee Products , 45 
Birdseye Electric Corp 4| 


Carstenite Sales : 42 
Chicago Cardboard Co 23 
Coy, Disbrow & Co., Inc 21 


Darling Co., L. A ee); 
Detroit Show Case Co 42 
Display Accessories, Inc. | 
Durable Displays, Inc ee re ee 


Eaton Bros. Corp 33 
Excelsior Paper Specialties Co ; 4| 


Fixture Mart petenerre . 42 
Flame-Glo Corp.... er 
Fleischman Displays, Inc Vr 2 
Friedrich & Dimmock ; 42 


General Display Corp 45 
GoldE Mfg. Co.. 47 
Goodman Flexible Sleeve Form Co a 
Gordon & Co., J. M.. 29 


Hansen Mfg. Co., A. L 33 
Helms Chemical Co o? 


International Register Co 23 


Koester School, The. . 37 
Korrect-Way Display Products 
Inside Front Cover 


Maharam Fabric Corp 45 
McGraw-Hill Book Co ; 31 
Meloy Brothers ; 35 
Merkle-Korff Gear Co ; 40 
Mileo, P. C.... . 
Millburn Mills 47 
Mitten Display Letters Co 39 
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Vuerak see-ability 


helps 








The Florida tangerine season is 
just a few weeks long, and, to 
show profit, there must be a quick 
turnover, from the time the first 
tangerine is picked until the last 
one finds itself in the home of 
Mrs. Housewife. This year, to pro- 
mote rapid-fire sales of this per- 
ishable fruit, the Florida Citrus 
Commission, in collaboration with 
Arthur Kudner, Inc., designed a 
special counter display of rigid, 
transparent VUEPAK. 

VuePaK, adaptable to practically 
every packaging requirement, was 
right at home in its new job as 
tangerine salesman for grocers. 
First, because of its crystal-clear 
transparency, the golden, orange 
color of the fruit had eye-appeal 
for every shopper. And then, its 
rigidity assured a durable package 
that stood up under the most 
severe handling conditions. The in- 
evitable result—grocers who used 
the display are reporting heavy in- 
creases in tangerine sales. 

If VurPaAK can help sell a pro- 
duct like tangerines, where mass 


product salability 
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_ TANGERINES 


-and theyre g000 
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Tangerine Display made by See-Thru Container Company, New York 


sales are essential to profits, the 
odds are that it can help your pro- 
duct sell itself. Available in any 
practical weight or size, WVUEPAK 
allows the buyer to see your pro- 
duct at its best. For further facts 





on VUEPAK, write to: MONSANTO 
CHEMICAL COMPANY, Plastics Di- 
vision, Springfield, Massachusetts. 
District Offices: New York, Chicago, 
Detroit, St. Louis, Birmingham, San 


Francisco, Los Angeles, Montreal. 





MONSANTO PLASTICS 


SERVING 





VUEARPAK 


AREMT PACKAGING MATERIAL 
TRADE MARK . 
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EVERYTHING YOU NEED IN 


DISPLAY MATERIALS! 


It’s the simplest, surest, quickest way to get what you want when you 
need it! Just call up our local Sherwin-Williams Branch or Graphic Arts 
Distributor—one of hundreds throughout the country. He carries your 
favorite nationally-known lines of display items ...can and will deliver 
them promptly. His stocks are complete—supplemented by those in 5 
super-warehouses, strategically located. Call him for your every Graphic 
Arts material need. Call him, too, when you need help in paint applica- 
tion, in screen processing or airbrush work. He’ll send around a trained 
technical expert. It’s just a part of the unusual service you may expect 
from any S-W Branch or Graphic Arts Distributor! Phone or call upon 
the nearest today. The Sherwin-Williams Co., Cleveland, Ohio. 
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NEW...COLORFUL... 


and appealing backgrounds for summer store and 

window displays. Above panel processed in 5 ex- 

citing colors on TONECRAFT—40” x 7’, 

Write today for your free copy of this 20-page 
catalog “‘chock-full”’ of sales-building display ideas 
and materials! 


SHERWIN-WILLIAMS 





